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Rough Proofs 


If Ted Marvin wins any more 
prizes for industrial advertising, 
omebody is sure to suggest chang- 
ng the name of the company from 
ercules to Superman. 


2.97 


Gladys the beautiful reception- 
st recently visited a _ national 
jnument in the desert region of 
rizona, and she says she looked 
1] over the place without finding 
p single one. 

_ -— 


That Y&R Metropolitan ad fea- 
uring Bruce Barton as author of 
ts annual report identified him as 
‘9 well known writer.” You mean 
hf books or advertising contracts? 


= a 2 


Steve Hannagan, the press agent, 
oes all right in competition with 
he public relations counselors. If 
e had a job on a daily he would 
undoubtedly call himself a news- 
paper man instead of a journalist. 


wT F 


Mrs. Mary Merrifield soloed in 
p plane after only five hours of 
nstruction, she tells readers of 
Voman’s Home Companion, but 
he story doesn’t say whether Tom 
Beck was her instructor or only 
er inspiration. 


wT 


Over 4,000 people have been 
bwarded certificates for completion 
f the Wine Study course con- 
lucted by the Wine Institute, and 
tis to be hoped the paper work 
s supplemented by an adequate 
pmount of sampling. 
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It seems that every time the 
Paitor of ADVERTISING AGE gets five 
ackages of cigarets from Station 
VDNC, NC gets a plug. It’s the 
igaret shortage against the paper 
hortage, and the former always 
wins, 

a ee 


The Dispatch & Pioneer Press 
sks what city is the home of the 
world’s largest law book publish- 
ers, and if you read the ad you 
still haven’t got the most interest- 
ing part of the story. 


om F 


If the St. Paul publishers had 
asked who was the smallest second 
aseman who ever played for the 
Wh, every baseball fan would 
have come right up with the an- 
wer: Miller Huggins. 

"9 
’ Creative Man’s Corner sug- 
that advertising copy writers 
. themselves by rereading 
we Odyssey and the Iliad. Or for 
se who didn’t take Greek, listen 
Again to 
{rma Virumque cano. 


. 2 


_Con-ressman Gillespie, of Colo- 
‘440, ays business got along very 

; r 150 years without govern- 
ment statistics, and somebody is 
“ure |. make the crack that it even 
ee g before that without Con- 
Sess en, 

7, “FY 


my ‘an’t cut capers in Jinks, 
“ys © severates WAVE, but if you 
len oer your “If Winter Comes,” 
‘e both High Jinks and Low 


7" .¥ 


The British VD campaign, which 
100,000 a year, paid for by 
& vernment, has been a great 
—— London reports. Maybe 
“8° n General Parran wasn’t 
b, after all. 

Copy Cus. 


FIC Cracks Whip 
on Association in 


Fair Trade Case 


Tea and Coffee Group 
Ordered to Cease 


‘Coercive’ Actions 


Washington, March 22.—A sec- 
ond government watchdog over 
fair trade practice laws made its 
presence felt today when the FTC 
issued an order prohibiting 170 
home service merchants belonging 
to the National Retail Tea & Coffee 
Association from entering into any 
agreement among themselves to 
coerce manufacturers into fixing 
prices on brand-name goods. 

The Commission ruling was 
viewed with particular interest be- 
cause officials point out that it is 
based on the same legal thinking 
that has caused the Department of 
Justice to prosecute distributor 
groups in the liquor and drug fields 
to prevent collective action in 
negotiating prices with manufac- 
turers. 

Chief issue in the tea and coffee 
case, as in the Colorado liquor 
dealer’s case decided by the Su- 
preme Court early this month (AA, 
March 12), was the effort of com- 
peting dealers allied to shut off 
the supplies of other dealers who 
refused to abide by a fixed retail 
price. 


Limits to Activity 


Under the Miller-Tydings Act, 
both FTC and Justice say, a manu- 
facturer may fix a resale price for 
brand-name goods in cooperation 
with individual dealers, but both 
agencies contend that price fixing 
under fair trade laws must be 
based exclusively on these indi- 
vidual arrangements. 

The Colorado liquor retailers 
and distributors were held by the 
Supreme Court to be violating the 
anti-trust laws because the price- 
fixing arrangements had been 
imposed on producers by a group 
of distributors, with a view toward 
cutting off the supplies of other 
distributors who cut prices. 

In its order against the coffee 
merchants’ association, the FTC 
found a similar set of circum- 
stances. Organized in 1916, and 
located in the Merchandise Mart, 
Chicago, the association served 170 
merchants engaged in selling tea, 
coffee, household specialties, toilet 
preparations and other items on a 
home delivery and premium plan 
of merchandising. 

For the most part, FTC pointed 
out, “home service merchants han- 
dle articles differing in size and 
label from that generally found 


(Continued on Page 55) 


"Voice’ Readers... 


react to Hart Schaffner 
& Marx poster. Page 
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STAR—This new Lockheed page fea- 
tures the P-80 Shooting Star and the 
theme "Years ahead in the science of 
flight." Consumer and trade maga- 
zines, some spot newspaper and direct 
mail are scheduled through Foote, 
Cone & Belding, Los Angeles. 


Housing Agency 
Urged by Co-ops; 
‘AA Sales Up 22% 


Refrigerators, 
Radios, Table 
Appliances on Way 


Chicago, March 22.—Regional 
wholesale cooperatives affiliated 
with National Cooperatives, Inc., 
did $152,523,298 of business with 
retail co-ops in 1944, as against 
$124,389,000 in °43 and $48,338,000 
in ’39, it was reported here today 
at the annual meeting of National 
Cooperatives. 

The Cooperative League of the 
U. S. A., the co-ops’ promotion 
unit, meeting here yesterday, went 
on record as favoring establish- 
ment of a federal housing agency, 
similar to the Rural Electrifica- 
tion Administration, through which 

(Continued on Page 53) 


Camel Says OPA Policies 
Force $6,000,000 Ad Cut 


Ex-Adman Bowles 
Implies It's Too Bad, 
But So What? 


Washington, March 21.—Barring 
Congressional orders to the con- 
trary, Price Administrator Chester 
Bowles made it clear today that 
OPA will not grant individual 
price adjustments to firms which 
contend that ceiling prices are 
forcing them to adjust operating 
policies in order to maintain 
normal earnings. 

The issue reared into the strug- 
gle for renewal of the Price Con- 
trol Act last weekend, when S. 
Clay Williams, chairman of R. J. 
Reynolds Tobacco Company, told 
the Senate banking and currency 
committee that his company had 
to eliminate more than $6,000,000 
from its advertising program dur- 
ing 1944, in order to show net in- 
come before taxes approaching the 
1936-39 average. 

According to Mr. Williams, in- 
creased cost of materials and la- 
bor dug so deeply into the earn- 
ings of R. J. Reynolds that the 
net fell from $42,000,000 in 1942 
to $36,000,000 in ’43 and $31,620,- 
000 in °44. 

“In order to hold that income 
to the $31,000,000 shown here,” 
he told the Senate committee, “R. 
J. Reynolds Tobacco Company last 
year had to throw out of the win- 
dow about $6,000,000 of advertis- 
ing as against its normal advertis- 
ing in newspapers, magazines, ra- 
dio and so forth.” 


Says Change Forced 


Mr. Williams’ testimony  re- 
volved around the question of 
whether OPA is violating a sec- 
tion of the existing price control 
law prohibiting the Price Admin- 
istration from using the act to 
compel changes in business meth- 
ods, practices and aids to distri- 
bution. 

According to Mr. Williams, by 
denying R. J. Reynolds a price 
adjustment for Camel cigarets and 
Prince Albert tobacco, OPA was 


Last Minute News Flashes 


Butler Bros. Adds ‘Homecrest’ Housewares Stores 
Chicago, March 23.—A third group of retail stores to work on the 
same franchise basis as the present Ben Franklin and Federated Dis- 
tributor stores has been inaugurated by Butler Brothers, giant whole- 
saler. The new group will operate in the housewares field and will be 
known as the Homecrest stores. Experimental operations of a store 
in Allegan, Mich., will be followed by operation of additional stores. 


New York Four A’s Council Elects Lusk 
New York, March 23.—Robert E. Lusk, vice-president of Benton & 
Bowles, has been elected chairman of the board of the New York 


council of the Four A’s. 


Robert M. 


Granger, Geyer, Cornell & Newell, 


has been named vice-chairman, and Robert B. Grady, Robert B. Grady 


Company, secretary-treasurer. 


Lawrence L. Shenfield, Doherty, Clif- 


ford & Shenfield, and A. W. Lewin, of A. W. Lewin Company, were 


elected to the board of directors. 


Tek Toothbrush Copy Back After Four Years 

New Brunswick, N. J., March 23.—Johnson & Johnson has launched 
the first consumer copy plugging Tek toothbrushes in four years, using 
full-page color ads in Collier’s, Life and Look, Copy theme is “You 


Can’t Buy a Better Toothbrush.” 
is the agency. 


Ferry-Hanly Company, New York, 


Only 5°, of Radio Stations Accept Liquor Programs 
Chicago, March 23.—Preliminary returns from a study of alcoholic 
beverages on the air, show only 5%% of stations accept distilled bev- 


erage programs, the American Business Men’s Research Foundation | 
Wine and beer programs are acceptable to 70%; 


revealed today. 


indirectly forcing the firm to 
change its methods of distribution. 

Advertising, which “sustains 
brands and recognition from the 
people” is an essential thing in 
an industry where in some years 
the expenses of a cigaret company 
for advertising are in figures more 
than half the figures that repre- 
sent the company’s net income, 
Mr. Williams said. 

“Except for letting that $6,000,- 
000 in advertising be forced out 
the figure of $31,000,000 woul 
have been only $25,000,000 as 
against $33,000,000 or $34,000,000 
we made in the prewar years,” he 
added. 


Defends Pricing Standards 


In rebuttal before the same Sen- 
ate group today, Mr. Bowles said 
“individual adjustments on the 
scale proposed by Mr. Williams 
would result in government inter- 
vention in the mechanism of the 
market on a scale which I am sure 


neither American labor nor 
American business would wel- 
come.” 


Defending the OPA pricing 
standards, which require only that 
the industry as a whole show a 
profit comparable with the indus- 
try’s prewar earnings, Mr. Bowles 
said: “This policy has kept our 
intervention in the market to a 
minimum and made it possible to 
maintain maximum prices for the 
3,000,000 businesses of this nation 
with a price staff in Washington 
of less than a thousand officials. 
Adjustments are granted, however, 
in ‘hardship cases’ where out-of- 
pocket losses can be demonstrated. 

“It is plain enough that a manu- 
facturer of popular-priced cigarets 
who found in peacetime that he 
was making less and less while his 
competitors were making more and 
more would not try to remedy 
the difficulty by increasing his 
prices,’ Mr. Bowles commented. 
OPA officials further contend that 
there should be no obligation to 
maintain prewar profits for all 
members of an industry, since all 
members do not necessarily make 
a profit in a free, normal economy. 

Mr. Williams had proposed that 
Congress require OPA to grant an 


Raleigh Really 
Slings Language 
in Slanguage Ad 


Louisville, March 20.—Brown & 
Williamson Tobacco Corporation, 
which demonstrated something 
like admirable courage last fall in 
being the first in the industry to 
mention the cigaret shortage, has 
reached a new high in spunk this 
week in its 700-line Raleigh news- 
paper ad. It includes a pun. 

“Ledger” is defined as a “swell 
cigaret-stand man who’ll ‘led-ger’ 
have a pack of Raleighs.” 

This definition is part of a 
“cigaret shortage ‘slanguage’ io 
help you discuss the cigaret short- 
age ‘intelligently.’”’ Other defini- 
tions: “Heel... a gent who’d take 
your last Raleigh’; “Public En- 
emy ... the man who never did 
smoke, and gets a big kick out of 
your troubles now”; “Chain Smok- 
jer... a gent who smokes six 
| cigarets all in one day,” etc. 

Russel M. Seeds Company, Chi- 
cago, which prepared the “Does 
your cigaret taste different lately?” 
| copy for Raleigh (AA, Dec. 4), ad- 


1914% won’t take any alcoholic beverage shows, and 5% are undecided. | mits responsibility for the new ad. 
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adjustment to any unit of an in- 
dustry that is making less money 
than before the war, or less per- 
centage of profit on each dollar of 
sales or each invested dollar. He 
said that the ceiling on tobacco 
products had worked a hardship 
only on R. J. Reynolds. 

He offered these figures: 

American Tobacco Company: 
Prewar average, $28,973,500 be- 
fore taxes; 1943, $56,000,000; 1944, 
$42,000,000. Liggett & Myers: 
Prewar, $25,000,000; 1943, $36,- 
000,000; 1944, $31,000,000. Philip 
Morris: Prewar, $3,500,000; 1943, 
$14,000,000; 1944, $12,500,000. P. 
Lorillard: Prewar, $4,000,000; 
1943, $8,347,000; 1944, $9,292,000. 
All these companies, he pointed 
out, did better in 1944 than before 
the war. 

In contending that Reynolds was 
entitled to an adjustment in or- 
der to maintain its advertising, 
Mr. Williams said: “I do not 
mean anybody has any right to 
claim an extravagant expenditure 
of advertising money. I do not 
mean that the company ought to 
invoke the appeal when it is mak- 
ing a whole lot more than in the 
prewar period or as much as in 
the prewar period. 


“My point is that I think the 
intention of Congress was that 
these mechanisms of merchandis- 
ing and manufacturing and distri- 
bution in this country should not 
be disturbed by OPA or anybody 
else in order to keep from having 
to adjust ceiling prices upward.” 


Change is Denied 


Mr. Williams quoted a letter 
from an OPA associate general 
counsel denying that the rule 
against individual price adjust- 
ments is actually forcing a change 
in business practices in violation 
of the price control act. 

“It should be noted that the 
business practice in question is 
said to be one of using advertising 
heavily,” the OPA letter read. “It 
does not appear it is a practice of 
the industry generally to maintain 
advertising expenditures on any 
fixed level, either dollar-wise or 
in relation to sales, or for all 
members of the industry to main- 
tain pre-existing levels of adver- 
tising expenditures without regard 
to changes in their financial posi- 
tion or in market demand relative 
to supply. 

“It seems clear in these circum- 
stances that the fact that one com- 


pany has found it necessary to re- 
duce its advertising below its own 
prewar level, although still con- 
tinuing to advertise heavily, could 
not in any view be held to support 
a showing of a change in the busi- 
ness practices, cost practices, or 
means or aids of distribution es- 
tablished in the industry.” 

Mr. Williams said that Reynolds’ 
advertising had been reduced in 
1944 to $6,268,000 below 1943; $6,- 
766,000 below 1942; $6,441,948 be- 
low 1941, and $5,894,000 below 
1940. 


REYNOLDS AND AMERICAN 
1944 EXPENDITURES DOWN 


Chicago, March 22.—R. J. 
Reynolds Tobacco Company re- 
duced advertising expenditures for 
network radio time and magazine 
and farm paper space from a total 
of $6,311,530 in 1943 to $5,515,110 
in 1944, according to analysis of 
figures prepared by Publishers’ In- 
formation Bureau and published 
in ADVERTISING AGE on March 5. 
No figures are available on news- 
paper, outdoor and other expendi- 
tures. 

Of the six leading tobacco man- 
ufacturers, only Reynolds, maker 


Plating processes, supplies a 


in the editorial columns of 
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gested in recent months. M 


ments have given more than 


readers of The Metals Review 


dustry, and the three-column, 
up of the Metals Review pu 
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PLATING DIGESTS 


FOR HARSHAW! 


make news in the metal industry — news 


that is fully covered each and every month 


99 plating articles have been briefly di- 


lectures and scores of new product develop- 


concise picture of plating developments. 


Such editorial coverage means continuous 


high readership in the plating plants of in- 


the spotlight of this reader interest. 
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metal industry — every branch of it —is 
covered in the same manner in The Metals 
Review. So whether you have plating or 
foundry equipment, metal working, inspec- 
tion or other products for the metal industry, 
this unique monthly magazine can get atten- 
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of Camel cigarets, and American 
Tobacco Company, maker of 
Lucky Strikes, had smaller expen- 
ditures in these media in 1944 than 
in 1943. American’s total in net- 
work radio and magazines de- 
clined from $5,653,176 to $5,172,- 
378 in this period. 

Meanwhile, Brown & William- 
son Tobacco Corporation stepped 
up its combined expenditures for 
network radio time and magazine 
space from $2,512,186 in 1943 to 
$2,810,991 in 1944; Liggett & 
Myers Tobacco Company, from 
$5,847,693 to $6,020,742; P. Loril- 
lard Company, from $1,807,059 to 
$2,193,873, and Philip Morris & 
Co. from $3,615,358 to $4,231,001. 


Radio Amount the Same 


Reynolds was listed as spending 
almost exactly the same amount 
in network radio time in 1944 as 
in 1943—$3,420,834 as against $3,- 
420,894. Part of this, however, was 
for “Grand Ole Opry” for Prince 
Albert smoking tobacco, and the 
remainder for Camels. Reynolds’ 
magazine expenditures declined 
from $2,458,466 in 1943 to $1,874,- 
364, and its farm paper expendi- 
tures from $432,170 to $219,912. 

American’s network radio time 
expenditures meanwhile declined 
from $4,206,745 to $3,599,777, but 
its magazine expenditures rose 
from $1,446,431 to $1,572,601. To- 
ward the end of 1944, however 
(AA, Dec. 4, 1944) American re- 
duced the number of magazines on 
the Lucky Strike list for 1945 from 
nine to three and the number of 
magazine “impressions” from 1945 
from about 345,000,000 to about 
240,000,000. Last Dec. 27 Ameri- 
can Tobacco ended its sponsorship 
of Kay Kyser’s “Kollege of Musi- 
cal Knowledge” on NBC, which 
was taken over by Colgate-Palm- 
olive-Peet Company. 

Last fall Reynolds also substan- 
tially reduced the magazine list 
for Camel. Some color advertis- 
ing was being continued in news- 
papers, but no black and white 
newspaper advertising for this 
brand has appeared for some 
months. Camel dropped sponsor- 
ship of the “Blondie” network 
show last summer. 


Promotes Several Brands 


Unlike the other major compa- 
nies, which have’ concentrated 
their cigaret campaigns primarily 
on one brand, Brown & William- 
son has continued to promote sev- 
eral brands, including Avalon, 
Bugler, Kools, Raleigh and Wings. 
B&W’s network radio time expen- 
ditures increased from $2,125,058 
in 1943 to $2,244,306 in 1944, while 
its magazine expenditures climbed 
from $387,128 to $566,685. 

With Reynolds’ curtailment, Lig- 
gett & Myers is now the largest 
cigaret advertiser in radio and 
magazines. L&M increased net- 
work radio time expenditures for 
Chesterfield from $4,021,260 in 
1943 to $4,131,602 in 1944, and 
stepped up magazine expenditures 
from $1,826,073 to $1,889,140. 

Despite interference with some 
schedules last fall, with the trans- 
fer of the Old Gold account from 
J. Walter Thompson Company 
back to Lennen & Mitchell, P. 
Lorillard Company spent about 
$500,000 more in network radio in 
1944 than in 1943 and almost as 
much in magazines. Newspaper 
schedules were chiefly affected. 
Lorillard’s network time expendi- 
tures rose from $1,095,818 to 
$1,527,773, while magazine expen- 
ditures dipped from $713,241 to 
$666,100. 


Magazine Space Up 


The principal increase of Philip 
Morris was in magazines, from 
$1,497,643 in 1943 to $2,053,134 in 
1944, while network radio time ex- 
penditures were the same, $2,117,-|. 
715 in 1943 and $2,177,887 last 
year. 

In the four years, 1941-1944, in- 
clusive, Reynolds has been the 
largest tobacco advertiser. Its ex- 
penditures for network radio time, 
magazines and farm papers in this 
period, according to Publishers’ 
Information Bureau, and in daily 
newspapers from 1941 to 1943, in- 
clusive, according to Media Rec- 
ords, 


$28,425,556; 
$22,063,048; 
Brown & Williamson, 
(Continued on Page 57) 


American Tobacco, 


totaled $34,875,360. In the| 
same media for the same periods, | 
Liggett & Myers spent a total of | 


Philip Morris, $18,-| 


Advertising Age, March 7 194 


Te Bove Lmao. 


ates wos weren be « 
) wee 


LONESOME — Great Northern Rai 
way's well-known trademark gives ven 
to his innermost feelings, punctuate 
by tears, in this message to tice 
agents promising that some summe 
soon they'll be able to send vacation 
ers to Glacier National Park. The , 
is appearing in 13 national and sq 


tional teacher magazines. Reincks 
Ellis-Younggreen & Finn, Chicago, 
the agency. 


Bradley Named V. P., 


Grant Promotes Jones 

Appointment of Everett Brad 
to the vice-presidency in charg 
of the Chicago office of Grant Aj 
vertising, Inc., and promotion ¢ 
Howard Jones to the executive 


Howard Jones 


Everett Bradley 


vice-presidency in charge of thé 
agency’s central creative staff, wa 
announced last week by Will C 
Grant, president. 

Mr. Bradley, who takes the po 
sition formerly held by Mr. Jones 
has been with Compton Advertis 
ing, New York, handling soap ac 
counts for Procter & Gamble. Pre 
viously he was vice-president of 
Pedlar & Ryan, New York. At thé 
Grant agency he will handle Ol 
Dutch Cleanser, Folger coffee an 
Mars’ Milky Way candy bars. H 
appointment is effective March 31 


Holles Is WBBM News 
Head, Begins S. O. Show 


Everett Holles, who become 
news editor for Station WBBM 
Chicago, March 26, on that dat 
starts a news show for Standar 
Oil Company. Holles will be heat 
on the new WBBM program Mot 
day through Friday, 6:(5-6:! 
p. m., CWT. Agency is McCant 
Erickson, Chicago. 


WANTED-— 


Samples of You 
WAR-THEME 
PRINTIN®: 


Please send us — at once — spe« 
all printed matter that you have 
which qremneien any of the offi 
paigns conducted by !! 
The War Advertising Counc 
Graphic Arts Victory Committee 
Kindly attach the name and © 
the advertiser, the printer, an 
dividual chiefly responsible for 
tion and execution of each piec 
The purpose is to promote ' 
war-themes and to gain nationc 
tion for those showing highes 
| this essential work. 


Send all entries to: 
The “WAR-THEME AWA’ 
|345 Madison Avenue, New York 
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Sponsored by The Martin Can! 
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RE-SURVEY 
of Postwar Planning 


The following questionnaire is « part of INSTITUTIONS 


a — = - . - 


FP) P 
or —_" 5 activ _, in acting asa clearing house of eee 5 
lormation on the plans o to re- a: 
SAE, CROEN, ERO. oF CURR Soe © rating facilities (90 PRAIRIE AVENUE 
as soon as mate: can ma vail t is of great im- Re oS, 
portance to you at this time beca mee -. CHICAGO 16, ILL. ; 
1. The delay in the reconversion program has meant ie a 
even greater strain on povenat institutional facilities ae “3 eae 
and is bringing about considerable changes in post. Name of -_ — 
war plans. 
2. penny eeeny serving the i may agree field need, 
now more nm ever, accurate ta concerning the ‘ame 2 
Postwar demand for their products so that they may Your N ——Title__ 7 > 
postwar ducti and furnish you with ans 
the materials and “equipment you need, without delay. hee oy 
Per a 


ie 


Readers are urged to participate in this effort and to answer ———————— 


all questions as a as possible. Replies will be held 


im strictest confidence, if desired. After fili ing out the ques- 
tionnaire, see the reverse side for mailing instruétions, No City = Zone sR <cteciamagmitatiai 
postage is required. 
} 
1. Are you planning to del, re-equip, refurnish or expand any of the facilities of your institution a+ 


Lway \ 


soon as supplies are available? Yes —__No 
. G 2. What will the nature of this work be? (Check all types of work which are contemplated) 
uy \N C) New Construction () Re-equipping of General Operating Facilities 
, ' B 0 Exterior Remodeling () Refurnishing 
S (C Interior Remodeling ( Redecorating Sane 
rern Rai ‘ (0 Other (please explain) . ee a 
Gives ven Be 
_ i 
uNCtuate 3. What dollar expenditure will the above work involve 2 a a <a 
to tice a 
1 summe 4. Specifically, what departments are included in your rehabilitation plans. and what percentage of your ae 
| ge d total expenditure will be made in each department? 7 
be e 
“aa a a 0 Kitchen__ % C Public Rooma__% () Laundry__% Rs 
Rei ry (0 Bedroomsa__% () Plumbing__.% 00 Building Exterior % bit 
hi Cincks 0D Dining Rooms___% CO Heating ___-% 0) Other____ % 
nicago, 0 Air Conditioning and Refrigeration____ 
5. How far has this work progressed? Under discussion____Being actively planned Blueprint stage. 
P, " Ready to start when material situation permits____ Actually in ‘progress 
¢~ 6. Are you keeping your plans flexible so as to take advantage of new product developments? Yes__No___ 
; Bradlg 
n charg 


In what departments of your instititution have the most pressing problems arisen out of the inability to 


ray Ea Yr, ly R é t Urns S h Owd M. a rket * diicoain cicehihiiis waitin. 


-xecutivg 


8. Do you wish your answers to the foregoing questions to be held in confidence? Yee No 
o e 
Greatl | ncreased in Size If you have any questions in regard to postwar planning, or comments about your own plans, please give 
- them below: 


The 9.2 billion dollar Institutional Market of a year 
ago is being re-surveyed in the light of today's condi- enn Naceres Wile Yar Willing Waivendlaaah 
tions. Over 35,000 institutions have received the re- 


survey form shown here. Tabulation of early returns 


show conclusively that a majority of institutional man- reaches the 
in 
agements have plans for remodeling, refurnishing, re- INSTITUTIONS — stitutional 
‘tone . eieas Pe Each month h mak up * Ss 

equipping and expanding facilities which involve a sum “aq consume hic aIAL CAFETERIA 
sdvertis well in excess of the 9.2 billion dollars these same man- “en — ES 
ble. Pre agements set in a survey a year ago. Complete results @ HOTELS @ COLLEG ¢¥STEMS 
At th of the survey will be announced soon. . HOSPITALS @ RAILWAY “ 
fee an ooLs sTEAMSHIP LIN 
og In your plans to reach this market, include INSTITU- escH RANTS -~ BUILDINGS 
ae TIONS Magazine, the only publication through which @ RESTAU gTITUTION po 2 INSTITUTIONS 
ows | your advertising messages can reach the entire Institu- @ PUBLIC ” YWCA's ae 
i tional Market and all its related divisions. If your present @ YMCA's = the war!" additi 
ra or contemplated products have an application to this 4... for the a *IONS Magazine . 
wot nd .- n 
pe es field, your advertising messages in the columns of aan circulation wt ass-housing : 

. a i n 

oe INSTITUTIONS Magazine will gain for them the kind of buyers and — directly engaged ' 
McCanam | : , ucts for thos 

acceptance they must have to share in the huge Insti- prod 


tutional Market. For details write to INSTITUTIONS 
1) —_ 4 Magazine, 1900 Prairie Avenue, Chicago 16, Illinois. 
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James Egan Quits 
as Retail Chairman 
of ANPA Bureau 


New York, March 22.—James W. 
Egan Jr., advertising director of 
the New York Times, this week 
resigned as chairman of the retail 
committee of the Newspaper Ad- 
vertising Executives Association. 
That committee is acting in a 
supervisory capacity for the new 
retail division of the Bureau of 


Advertising, American Newspaper 
Publishers Association, on its ex- 
pansion plan (AA, March 5). 

Mr. Egan had no comment to 
make on his resignation when 
queried. Henry W. Manz, Indian- 
apolis Times, president of the 
NAEA, and chairman of the sales 
committee of the Bureau, told Ap- 
VERTISING AGE that he had known 
Mr. Egan was contemplating this 
action but that he had not yet 
received formal notice of the resig- 
nation. Mr. Manz added that Mr. 
Egan had played an active part in 
the work of the association and 


would continue to do so. 

Although the sales committee 
of the Bureau held a two-day 
meeting here this week, no definite 
action was reported on the ex- 
pected appointments of a new sales 
executive and a retail executive 
to hold administrative positions 
under the expansion plan. 


Fairbanks to Buchen 


Beginning with May insertions, 
The Buchen Company, Chicago, 
has been appointed by Fairbanks, 
Morse & Co., to handle advertising 


of Fairbanks-Morse stokers. Na- 
tional trade and building publica- 
tions will be used. 


Four to Lee-Stockman 


Lee-Stockman, Inc., New York, 
has added Hyper-Humus Com- 
pany, Newton, N. J., manufacturer 
of Hyper-Humus and Rhodo-Gro; 
Andrew R. Kennedy, Inc., New 
York, seed, bulb and plant grower; 
Rosedale Nurseries, Eastview, N. 
Y., and David T. Cohen, Guilford, 
Conn., producer of R.O.P. chicks, 
to its list of accounts. 


Tl wish Farm Journal wouldn't 


come on opera nights” 


Culture has its place—but Mr. Wellington has a deeper interest. 
Like the two and one-half million dirt farmers who make up 
99.999 per cent of Farm JoURNAL’s subscribers, his heart is in 
the land. His Broad Acres-on-the-River owes much of its success 
to the guidance of this greatest of rural magazines and the latest 
agricultural information has an appeal which Lohengrin can 


never supplant. 


No Farm JourNAL reader is ever unaware of “value received.” 
Farm JOURNAL’S timeliness with news—with information on what 
makes for good farming and good farm living—with pointers for 
the well-being and convenience of farm households—all these 
draw attention and hold it. And Farm JouRNAL advertising 
pages, too, telling of desired things, both personal and general, find 
and response on market day. Why shouldn't 
Farm JouRNAL be, as it is, the largest, most influential rural 


ready readership 


magazine? 


GENERAL 


RURAL 


OF THE. PELE Fours 


MAGAZINES 


Orte, COVERS THE 


MARKET 


GRAHAM PATTERSON, Publisher 
Washington Square, Philadelphia 5 


adpe le ige, Ma 


Erwin, Wasey NY 
to Set Up Seai'le 
Office for Albers 


San Francisco, March °)_, 
pointment of Erwin, Wase 4 ¢ 
New York, to handle ad: ertjc, 
of Albers Milling Company (,; 
March 5), has raised an inys,, 
situation in agency opera‘ ons — 

For several years the N: w y, 
agency has maintained an oper. 
ing arrangement with an agenn 
organization with offices here + 
Los Angeles and Seattle, uni. 
which the West Coast offices hy, 
carried the Erwin, Wasey nap, 
and have worked with the easter 
organization, but have been jngq 
pendently owned and operated. 

The Pacific Coast organizati 
handled the Albers account { 
many years before it went to Los 
& Thomas, but now handles 4 
competitive Centennial Flour} 
Mills account from its Seattle 4: 
fice. With Albers (a subsidiary, 
Carnation) insisting that the eay 
ern E, W office handle its accoyy 
as well as that of its parent, ; 
seems likely that the peculiar sity 
ation will obtain in which Erw 
Wasey (Pacific Coast) will mai 
tain a Seattle office to handle Ce 
tennial, while Erwin, Wasey (Ey 
Coast) will likewise maintain 
Seattle office to handle competi; 
Albers. 


Drop Erwin, Wasey Name? 


Reports which no one seer 
willing to confirm have it that tj 
operating arrangement with 4 
West Coast offices includes a | 
day cancellation clause, and th 
the West Coast offices will be » 
quired to drop the Erwin, Way 
name. But officials of the Cox 
organization insist that these pr 
ports have no foundation, a 
that there will be no change | 
name or operation of the Wester 
offices. 

All that will happen, they say, 
that there will be two Erwi 
Wasey offices in Seattle—and the 
won’t trade any secrets on ti 
cereal business. 


Chicagoans to Discuss 
New ‘Parade of Stars’ 


Program sponsors, agency é 
ecutives and station represents 
tives will be guests of the NB 
central division at luncheon mee! 
ings in the Drake Hotel, Chicag 
March 28-29 to discuss and pla 
the 1945-46 NBC Parade of Star 
Harry C. Kopf, vice-president an 
general manager of the divisio 
announced last week. 

The March 28 luncheon will } 
for station representatives 4 
the following day NBC executi 
will meet with sponsors and mem 
bers of Chicago’s advertising i" 
ternity. Charles P. Hamm 
NBC advertising promotion ma 
ager, James Gaines, NBC assist 
advertising promotion managé 
and Emmons Carlson, NBC centi 
division advertising promoti 
manager, will lead the discussi0 


Gould Named Ad Chie! 


Bernard Gould, previously 
charge of dip tank sales Ae 
Burner Company, West New Yo! 
N. J., has been appointed gene! 
sales and advertising manase!.! 
Skillman, previously with ‘he 4 
tional Association of Manufactl 
ers in New York, has bee: nam 
assistant sales manager of ef" 
weed burner division. 


The new products —new © lice 
tions publication of the ast 
industry. 

Your advertising, in standar vn" 
is always VISIBLE... . vy oh ® 
one important step towar« make 
ing it resultful. 

25,000 Circulation. 


Resultful — Economical. 


Ask for a Sample Co 


CLEWORTH PUBLISHING |). ' 


551 Fifth Ave., New York N 


+ Chicago @ Cleveland @ Los goles 
San Francisco 
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esident a M QT. ketmaids on the cobbled colonial street, at the ancient | 
1e divisi ; 
sign bought cane baskets... to be brimmed with treasures— East | 


eon will ) 
atives all . . 

executi Indian spices and fresh snared shad, ox-cheek and oznabrigs, Bohea tea, 
3 and mem 


peek a blue stone dish, “figur’d fabrics, chinces, cambricks”, silk knee 


cc assist garters, Whitechapel needles newly brought by latest brig from London | | 
. manage 

"BC cent town, and St. Kit’s spirits for the master’s melancholy . . . | 
discussiot 


1 Chiel 


viously for the press is the great basket which brings the chattels of commerce 
es Ae 

ted gene! 
QNanager. 2 
ith ‘he N out the city’s Dutch dollars and copper shillings ...the precious stuff 
= rede ) e city’s tch dollars and coppe ng P 


yr hat adds adventure to life and joy to living. 


SyMBoL of the modern newspaper could well be the cane carryall... 


‘o the marketplace .. . the wares, elixirs, and merchandise which call 


*HILADELPHIA’S pannier is The Inquirer ...on its panoramic pages are 
pread the wonders of the world, and here sellers of staples and vendors 
of visions find their most productive pennysworth. Advertisers of the first 


‘elastics uality find favor—because The Inquirer’s audience favors quality first. 


~ | Che Philadelphia Inquirer L 
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Surplus Property 
Account Goes to 
Fuller & Smith 


Washington, March 22.—Fuller 
& Smith & Ross has been se- 
lected to handle the far-reaching 
RFC property disposal advertising 
account, in a competition involv- 
ing at least 18 large agencies. 

The agency’s work for the gov- 
ernment unit has already begun, 
with the placing of government 
copy in 722 newspapers over the 
week-end for a forthcoming sale 
of trainer planes. 

A second call to advertising 
agencies to enter into the surplus 
property sales picture was ex- 
pected from the government 
within a few days, when it is ex- 
pected that the Treasury Procure- 
ment Division will invite a num- 
ber of the largest agencies to sub- 
mit presentations. 

Though directed at a selected 


group of agencies, it is understood 
that the Treasury bid will leave 
the way open for other interested 
parties to participate. 

By far the most ambitious gov- 
ernment surplus property adver- 
tising effort, the surplus plane ads 
are to run twice in 722 newspa- 
pers, 232 lines on three columns. 
The first is to appear Sunday, 
March 25. 

The trainer plane sale is de- 
scribed as typical of the nation- 
wide selling job the RFC and its 
advertising agency will be called 
on to do in disposing of so-called 
capital goods. The planes are to 
be sold April 6 at 53 sales centers, 
all carefully described in the ad- 
vertising. 


Early Ads Local 


Previously RFC has used as 
many as 60 newspapers to an- 
nounce its offerings, but for the 
most part its advertising has been 
purely local, or on a limited scale. 
Earlier advertising assisted in dis- 
posal of 6,000 planes at $5,900 
each. 

An RFC official indicated that 
the agency’s experience in the in- 
dustrial fields, as well as its will- 
ingness to handle public relations 


problems, had been important fac- 
tors in determining the selection. 
In addition to setting up the 
trainer plane program, Fuller & 
Smith & Ross is currently working 
on a second sale for the RFC, in- 
volving 3,000 gasoline generators, 
located chiefly in the South and 
Midwest. Plans for promotion of 
the generators are incomplete, but 
it is understood that advertising 
will be limited to farm markets. 
Altogether 36 advertising agen- 
cies were invited to compete for 
the RFC account by RFC Presi- 
dent Sam Husbands in November. 
The final RFC decision on an 
agency, and activity in that di- 
rection from the Treasury fol- 
lowed by a few days’ a warning 
from Guy M. Gillette, chairman 
of the Surplus Property Board, 
that “a growing crop of tipster 
sheets are flooding the mail.” 
Regional offices of disposal 
agencies will keep prospective pur- 
chasers informed of available 
goods, the board chairman prom- 
ised. “Nobody outside of the gov- 
ernment has access to information 
regarding available surplus prop- 
erty that cannot be had by any 
business man merely for the ask- 
ing,” he said. 


— 


does it-in Philadelphia 


One newspaper effectively, economically covers Philadelphia — 


third largest market in the nation. That one newspaper’s circu- 


lation, over 600,000, goes daily into nearly 4 out of every 5 


Philadelphia homes. And that one newspaper is The Evening 


Bulletin—leading newspaper in Philadelphia—and in all 


America for evening circulation. 


In Philadelphia—nearly everybody reads The Bulletin 


Easter Greetings 
Go Via Gruen Ads 


to Men Overseas 
(Picture on Page 59) 


Cincinnati, March 21.—Easter 
greetings to American members of 
the armed forces overseas are be- 
ing sent by Gruen Watch Com- 
pany through an advertisement to 
run in newspapers in many coun- 
tries. 

Captioned “A New Easter, but 
the same Old Hats” and featuring 
an illustration of steel helmets of 
a serviceman and woman, Gruen’s 
message will appear in newspapers 
in England, Ireland, Egypt, India, 
and France; in three Australian 
areas, in six Alaska papers, in two 
Hawaiian and two Panama papers, 
and in papers in various other 
service areas in the Western 
Hemisphere outside the U. S. 

A total of 45 papers in 18 coun- 
tries and islands will carry the 
insertion. 

Similar messages have been sent 
by Gruen at Easter and Christmas 
for the past two years. Orders for 
space were placed about three 
months ago, and it is expected that 
there will be little or no difficulty 
in getting the orders filled. In the 
past the only difficulty has been 
in securing the desired amount of 
space in a few papers. 

Details of placement are handled 
by Jack McCarthy of McCann- 
Erickson, New York. 


Monitor to Buchanan 


Monitor Equipment Corporation, 
New York, distributing firm for 
Monitor electric appliances made 
by various manufacturers, has an- 
nounced formally the appointment 
of Buchanan & Co., New York, to 
handle all advertising. The 
agency has been placing a business 
paper campaign for Monitor (AA, 
March 12). In April, the com- 
pany may add more business pa- 
pers to the present schedule, but 
consumer advertising will be held 
up until after V-E Day. 


Advertising Age, March 7F 
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Eisenhower Driye 
Seeks 300 Mill'on 
Pounds of Paper 


New York, March 2° wy 
waste paper continuing tc be ,,. 
of the nation’s critical sh ortag. 
the General Eisenhower-B.y Seo), 
waste paper program is un: er way 
throughout the nation from Mar 
1 to April 30, with the goa’ set ¢, 
300,000,000 pounds. The 1944 Seo. 
drive called for 200,000,000 pounx 

The drive is sponsored by Gm 
Dwight D. Eisenhower, who is rep, 
resented by Maj. Gen. Russel] | 
Maxwell, assistant chief of stag 
“With the war increasing in fy, 
and tempo on all fronts,” Gener 
Maxwell said, “waste paper ; 
needed now as never before to 
converted into containers to cary 
munitions, food and military sy, 
plies of every type.” 

Every Scout collecting 1, 
pounds of paper will be awardg 
a medal bearing General Eisep. 
hower’s likeness and all Scoy 
Troops and Cub Packs averaging 
1,000 pounds a member will rp, 
ceive a shell case returned froy 
a European battlefield, containing 
a printed citation by the General 


Admen’s Bowling Meet 
Set for April 21 


The fourth annual bowling toy 
nament for advertising and sal 
executives, sponsored by the Chi 
cago Federated Advertising Cly 
and the Chicago Herald-Americn 
will be held Saturday, April 21,; 
Congress Recreation, Chicago. T) 
tourney is open to members of ai 
vertising clubs, employes and e 
ecutives of advertising agenci« 
local or national advertising de 
partments, advertising or editorid 
personnel of all media, and ex 
ecutives of the graphic arts in 
dustries. 

April 2 is the deadline for reser 
vations which should be addresse 
to Earl Swanson, Advertisin 
Checking Bureau, 536 S. Clari 


St., Chicago. 


March 1945 
in Outdoor 


March March Percent 
Field & Stream 29,018 16,391 77.0 
Hunting & Fishing 8,388 5,697 47.2 
Outdoor Life 25,870 16,279 58.9 
Outdoors 7,226 6,107 18.3 
OUTDOORSMAN'~_ 111,395 6,019 89.5 
Sports Afield 21,108 14,984 29.0 


Today—more than ever—OUTDOORSMAN is the best by 
in the outdoor field, as more and more advertisers °°¢ 
learning to their profit. With the largest circulation go" 
in the field in 1944 compared to 1943, and no increase °" 
advertising rate, OUTDOORSMAN is producing sensatio” :! 


results. 


Write, wire or telephone for the facts. 


Advertising 
Magazines 
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General Offices: 
919 N. Michigan Ave., Chicago 11, Ill. 
SUPerior 1585 
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New York: 
Arthur W. Wilson, 480 Lexingto: ‘°° 
ELdorado 5-6313 
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Conductor... of public relations! 


The eastbound 5:00 from Pottstown has 
been running a little late. The two men looked 
at their watches, wondered if there would be 


time to make their southbound connection 


delphia. Norr-rth Philadelphia.” 
In the cab, one said, ““Damnedest thing I 
ever heard of! Imagine the old boy being a 


Superman fan? and taking for granted we'd 


section readers! Add the kids—and you have 
a degree of whole-family penetration and im- 
pression not available to the advertiser in any 


other type of medium. Consider that Sunday 


cent between stations in North Philadelphia... know what he meant. Superman is kid stuff.” comes every seven days, fifty-two times a year 
. Th-y consulted the conductor, a dignified His companion thought a while. “Well, ... And the resultant habit ranks in the sure 
7.0 gentleman whose seniority was attested by the | you knew what he was talking about. And so thing class with death and taxes; ensures 
column of hashmarks on his sleeve. did I. So Superman must be something more _ advertising acertainty of reception unmatched 
boa “We are a little late,” he said—‘“‘but bring — than just kid stuff.” by any medium! 
3.9 your bags down near the door so you can get Not least of the advertising opportunities 
off quickly, and get a cab, and you ought to Superman is more than kid stuff. It’s a in Sunday comics is Metropolitan Group— 
3.3 have time to make it.” rare adult who doesn’t know about the rare — which meshes in a national network, 43 major 
Bs He shouldered a way to the door for them. creature who defies gravity, space, time, steel Sunday newspapers, more than 15,000,000 
10 “Tt’s only five blocks between stations,” he _ bars, speed laws, firepower, and villainy in all circulation, with maximum concentration in 
, said. ““Too bad you’re not Superman. One forms. It’s rarer still to find kids who read the =a maximum number of major markets, half 
swoop’’—diagrammed with the hands—‘‘and comics to their parents! the better-buying families in the nation—in a 
F . you'd be there. Ain’t he a wonder? Of course, And it is still a comparatively rare adver- single lowcost package! Space unit big enough 
if there were many like him, business wouldn’t _ tiser who realizes the significance of adult tosay something, four colors to show anything 
; be so good for the railroads... Here we are _ readership of comics . . . three out of four —...And only one order, one bill!... The nearest 
Sasa ow. There’s a cab waiting ... North Phila- | adultswhoread Sunday newspapersarecomics office will give you all the details! 
\ ” 
XY: The first national newspaper network... M etro po I itan G roup 
ae 


OPTIONAL: Atlanta Journal 


Comics Section Advertising in; Baltimore Sun « Boston Globe « Chicago Tribune « Cleveland Plain Dealer « Detroit News *« New York News 
Philadelphia Inquirer « Pittsburgh Press « St. Louis Globe-Democrat « Washington Star « Des Moines Register * Milwaukee Journal « Minneapolis Tribune 
St. Paul Pioneer Press ¢ ALTERNATES: Boston Herald + Detroit Free Press « New York Herald Tribune « St. Louis Post-Dispatch *« Washington Post 


Buffalo Courier-Express « Cincinnati Enquirer « Columbus Dispatch « Dallas News ¢ Houston Chronicle 


New Orleans Times-Picayune-States « Omaha World-Herald « Providence Journal « 


Rochester Democrat & Chronicle *« San Antonio Express 


Springfield Union & Republican « £ -racuse Post-Standard « METRO PACIFIC: Fresno Bee « Long Beach Press-Telegram « Los Angeles Times « Oakland Tribune 
Oregon Journal ¢ Sacramento Bee « San Diego Union « San Francisco Chronicle « Seattle Times « Spokane Spokesman-Review « Tacoma News Tribune 


220 F. 42d St., New York 17 « Tribune Tower, Cuicaco 11 * New Center Bldg., Detrorr 2 + 155 Montgomery St., SAN FRANCISCO 4 
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Bowles Asks U. S. 
Standards’ Use 


in Food Pricing 


Washington, March 21.—OPA 
Administrator Chester Bowles to- 
day renewed his appeal for per- 
mission to use government stand- 
ards. in pricing foods, but stated 
flatly that he is not suggesting that 
the restrictions on grade labeling 
be changed. 

“It is my persona! belief that, 
as so often happens on highly 
controversial issues, much of the 
industry objection to grade label- 
ing is based on emotions rather 
than upon a thoughtful appraisal 
of the long range interests of busi- 
ness,” Mr. Bowles told the Senate 
banking committee, which is con- 
sidering legislation to extend the 
Price Control Act. “As I under- 
stand it, the Canadian experience 
with grade labeling has been gen- 
erally satisfactory to industry as 
well as the public. 

“The promotion of nationally 
known brands has not been weak- 
ened but has on the contrary been 
aided. Nevertheless, I recognize 


the fact that for most commodities 
grade labeling is not indispensable 
to effective price control. In view 
of this and in view of the firm 
stand of Congress on the subject in 
the past, I have decided not to 
ask Congress to modify the exist- 
ing laws.” 

Condemning a rider which pro- 
hibits OPA from basing pricing on 
any government standard, Mr. 
Bowles said that repeated changes 
in brand names in the food indus- 
try have crippled price enforce- 
ment. 

“I feel sure that Congress 
wanted to protect only legitimate 
and established brand names, not 
fly-by-night brands which have no 
merchandising function whatever,” 
he declared. Effective price con- 
trol can be established only if the 
law is clarified so OPA can base 
prices on widely accepted govern- 
oe or industry standards, he 
said. 


Grunow Appoints 

Grunow Authorized Service, 
Inc., South Bend, Ind., has ap- 
pointed Carter, Jones & Taylor of 
South Bend to handle advertising 
and promotion. 


Duffy Elected 
CAB Chairman 


New York, March 22.—Bernard 
C. Duffy, vice-president and gen- 
eral manager of Batten, Barton, 
Durstine & Osborn, Inc., was 
elected chairman of the board of 
the Cooperative Analysis of 
Broadcasting, Inc., yesterday. He 
becomes the first agency man in 
the history of the CAB to hold 


this office, succeeding D. P. 
Smelser of Procter & Gamble 
Company. 


Robert B. Brown, advertising 
manager of Bristol Myers Com- 
pany, succeeds George H. Gallup 
as treasurer and also becomes 
vice-chairman, a new position cre- 
ated as part of CAB’s expansion 
policy. 

This expansion has increased 
the membership of the board of 
governors to 12 and it now in- 
cludes four members in each of 
the network, agency and adver- 
tiser categories. Term of office is 
two years, with members serving 
on a rotating basis. Other mem- 
bers of the tri-partite CAB board 
are John L. Bogert, Standard 


Brands; L. D. H. Weld, McCann- 
Erickson, Inc.; Edgar Kobak, Mu- 
tual Broadcasting System; Chester 
J. Laroche, Blue Network; Frank 
E. Mullen, NBC; Frank Stanton, 
CBS; and A. W. Lehman, presi- 
dent, CAB. George H. Allen is 
secretary and manager. 

At its next meeting, CAB plans 
to elect another advertising rep- 
resentative, and another agency 
representative to the board of gov- 
ernors. 


Clark Candy to BBDO 


D. L. Clark Company, Pitts- 
burgh, candy bar maker, has 
changed agencies from Walker & 
Downing, Pittsburgh, to Batten, 
Barton, Durstine & Osborn, New 
York. Clark sponsors “Mary Small 
Revue” on 169 NBC stations Sun- 
day afternoons. 


AMA Cancels Meeting 


The annual Spring wartime con- 
ference of the American Marketing 
Association, to be held in Boston 
June 7-8, has been canceled be- 
cause of the transportation situa- 
tion. AMA membership totals 
1,500 with chapters in 14 cities. 


Today, earth-shaking crises, 
following each other in rapid 
succession, are reported promptly, 
accurately, and in full detail, on 
WBZ. Boston’s most powerful 
station presents no fewer than 
eighteen news-broadcasts and 
commentaries daily, by New 
England’s ranking analysts and ace 


NBC reporters. 


Notable for news throughout New 
England, WBZ is also depended 


audiences, for the finest in radio 
entertainment. Expertly produced 
local programs vie with outstanding 
presentations by NBC, “The 


network most people listen to most.” 


Boston has contributed many 
“firsts” to American history. 
Currently, 50,000-watt WBZ stands 
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“On September 25, 1690, Benjamin Harris published 
“Publick Occurrences” — America’s first newspaper 
—in his tiny Coffee Shoppe, in Boston. 


N, 4) 


first in Boston as the Hub’s 


powerful and influential station. 


It rates first in consideration by the 


time-buyer desiring top coverage 


in New England. 


a Among locally popular news-pe 
exclusively 00 


World New 


“Background to the 


WBZ are: 


at 7:30 A.M. 
s Round-Up, at 8:00 A.M. 


Carl Caruso, ai 9:30 A.M. 


Marvin Be 
Morgan Beatty, 


News,” with 
Geoffrey Harw 


: dlines,’ 
“Frontline Hea 
at 7:45 P.M. (Mon, 


at 11:05 P.M. 


rsonalities heard 


hrens, at 12:05 P.M. 
at 1:45 P.M. 


ood, at 6:05 P.M. 


> with John Barry, 
Wed., and Fri.) 


Eddy, 
h World Situation,” with Elmer Newton 
“The 
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KEX © KYW °* 


WESTINGHOUSE RADIO STATIONS Inc —- 


wowo - 


REPRESENTED NATIONALLY BY NBC SPOT SALES— EXCEPT KEX 
KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 
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Peabody Award 
Given for Best 
Programs in ‘4: 


New York, March 21.— \Vinng,. 
of the annual George Fos! »y pp... 
body radio awards for out: ‘andj, 
programs in 1944 were announ: 
yesterday. The awards were «! 
tablished as a memorial to 4, 
former New York banker aj 
philanthropist, and are admin. 
tered by the Henry W. Gra 
school of journalism of the Up, 
versity of Georgia. 7 

The winners and the divisig, 
in which they took top honors a» 
Raymond Swing, heard on t, 
Blue Network for cooperati 
sponsors—best news commentan 
Station WLW, Cincinnati; 
news reporting; Fred Allen for } 
“Texaco Star Theater” on cp 
and E. I. du Pont de Nemouy 
“Cavalcade of America” on Np 
—for drama; the sell Telephoy 
System’s “Telephone Hour” , 
NBC—for music; “The Human Aj 
venture” program on Mutual—f 
education; the “Philharmop 
Young Artists’”’ series on Stati 
KFI, Los Angeles—for best you 
program; Col. Edward M. Kir}y 
chief of the radio branch, W; 
Department—a special award 
adaptation of radio to the requir 
ments of the armed forces and ¢ 
home front; Station WTAG, Wo 
cester, Mass., for its “Worces 
and the World”—for public ser 
ice by a regional station of ma 
than 1,000 watts. Station WNYC 
New York, and Mayor LaGuardi 
and Station WIBX, Utica N. y 
and its “Crossroads” pro gra: 
devoted to ex-servicemen, wey 
given a double award for publ 
service by a local station , 
1,000 watts or less. Special cits 
tions went to Stations KOIN, Por 
land, Ore., for “Song of the ¢ 
lumbia;” to WFBL, Syracuse, N.Y 
for “Syracuse on Trial;” KV 
Tulsa, Okla., for ‘‘Southwes 
Forum,” and KMOX, St. Louis, f 
“St. Louis Speaks.” 

Medals will be presented to th 
winners at a dinner here April || 


David C. Gibson 
Joins J. M. Mathes 

David C. Gibson, vice-preside 
and director of advertising 
Maryland Ca 
ualty Comparj 
Baltimore, h: 
resigned to i 
J. M. Mathe 
Inc., New Yor 
as an exeti 
tive. 

With Man 
land Casual 
for 1l yea! 
Mr. Gibson h 
been in chat 
of all adverts 
ing during ti 
time, with the company’s acco! 
handled by Mathes since 1934. 


David C. Gibson 


Form Rochester Agency 

The Kamb, Mateyer, Sillato 4’ 
vertising Company ha: 
formed in Rochester with o!!ices 
the Temple building. Princ pals 
the agency are: Carl Sillaio, 1% 
merly advertising copy chic! of! 
Rochester Times-Union; Fi. nis? 
Kamb, production special’, 4 
Victor Mateyer, photogra} 
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Mr. O: “I want some new furniture with 
some decent springs...beds, sofa and chairs. 
We bought some “Victory” models and the 
quality can’t compare with what you could 
buy before the war. Also | want down filling 
in the cushions and I’m going to wait until 
I can get it.” 


WHAT DO YOUNGER WOMEN SAY ABOUT... 


Mrs. W: “We're going to have our own house 
after the war and I want a big refrigerator 
that will hold all the food I need for a week. 
| want the inside to light up when the door 
is open and I hope the new ones will find 
some way to get at the food in the back 
without having to pull out everything on 
the shelves.” 


Mrs. F: “The first thing I want to buy after 
the war is an electric sewing machine. Why? 
Do you have any children? My girl is just 
too active. She rips her clothes and it seems 
like all I do is sew, sew, sew! I don’t see any 
way of calming her down, bu it certainly 
would save me a lot of time if I could do 
the sewing by machine instead of by hand.” 


Mrs. R: “The radio we have now doesn’t work 
half the time. And when it doesn’t work, it’s 
usually when the newsboys decide it’s too 
cold to deliver papers. It’s awful not being 
able to buy one. But when they’re on sale 
again, I’m going to get one with a nice cabi- 
net that would be a piece of furniture instead 
of a box, I want one that looks nice with 
the rest of my furniture.” 


Mrs. P: “A washing machine is all I need 
ng it now, but I need it bad. It would save 
D lot of time. It costs too much to send 
iry out and getting it ready takes al- 
as much time as washing it. I want a 
ine of my own so I can wash when I 
to and I want it to wash, rinse and 
dry in one operation.” 


POSTWAR HOUSEHOLD WANTS? 


Younger women, particularly younger wage earner 
housewives, are clearly an advertiser’s best bet for 
postwar. Their children are still young, or 

children are part of their postwar plans. Their brand 
habits are not yet firmly fixed and, naturally, they 


will be in the market longer. 


( 
These younger women are both goods-starved 


and ‘‘in-the-money.’’ They are the most active 
segment of the total wage earner market which 
holds the lion’s share of war savings. 


These reports of behind-the-scenes interviews 

with younger wage earner housewives show the 
things they plan now to own later. These statements 
are not idle day-dreams. They are the result of 
having to do without. And thus, the big question 


is not, ‘‘Wil/ they buy?’’ but “‘Waaz will they buy, 


and how close can you come to filling their wants?”’ 


Circulation of women’s groups has always been concentrated among younger 
cvage earner housewives. Today, circulation of the three leading women’s grou ps 
totals nearly ten million. In fact, leading women’s groups reach more young 

wage earner housewives than any other single medium save the most costly 


radio programs! 


S4% of these readers are in urban areas where most money moves. More 
than half of them already have children and 4 out of 5 are in the best buying 
vears—under 35. 


These are the main reasons why women’s groups are a “natural” for your 


side of the story. 


And among all women’s groups, Macfadden Women’s Group represents 

your first, most logical choice. Macfadden pioneered the group field, discovered for 
itself and the publishing industry the techniques that best make these young 
women react. Today, even under paper rationing, readers are assured the same 
high level of editorial interest they enjoyed in these magazines before the war. 
These younger women are the ones who will set the postwar pace and the way 


to reach them is through Macfadden Women’s Group. 


MACFADDEN WOMEN’S GROUP 


REACH YOUNGER WOMEN WITH WOMEN'S GROUPS 
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Public Relations Firms 
Protest Ranking in Story 


Bernays Criticizes 
Some Statements; 


Others Give Data 


Chicago, March 22.—The ink 
had scarcely dried on the pages of 
last week’s issue of ADVERTISING 
AGE, containing a roundup of pres- 
ent-day public relations activity, 
before the wires and telephone 
lines began to sizzle with com- 
ments and protests. 

Non-New York organizations in 
particular insisted that the story 
had too much New York slant, and 
that public relations firms in other 
sections of the country had not 
been given the consideration 
merited them as a result of their 
long years in business, and the 
size and character of their opera- 
tions. 

Most serious criticism of the 


story came in a lengthy telegram 
from Henry Epstein, of the firm of 
Hays, Wolf, Schwabacher & Sklar, 
New York, attorney for Edward L. 
Bernays, which took exception to 
several of the statements made 
with reference to Mr. Bernays in 
last week’s story. 


Names Not Disclosed 


“For your information,” said Mr. 
Epstein, “Robert Granitz (AA re- 
porter who wrote the story) tele- 
phoned Bernays last week and 
asked him to give names of clients 
of partnership for story. Bernays 
told him, in accordance with usual 
practice, they do not give out 
names of clients considering rela- 
tionship fiduciary unless clients 
ask their names be given out or 
authorize such publication. Here 
are the misstatements: 

“On Page 1, paragraph 8, writer 
does not number the partnership 


of Edward L. Bernays among the 
well established organizations in 
the field. As a matter of fact part- 
nership established 25 years ago 
and continually practicing since 
then is generally recognized by 
the advertising field, and by busi- 
ness generally throughout U. S. A. 
as well established organization. 
It is regarded as such by those in 
position to know. Any elimina- 
tion of Bernays from list of well 
established organizations is clearly 
contrary to the facts. 

“On Page 2, paragraph 2, there 
are two misstatements. The first 
refers to fee of Bernays as ‘a re- 
ported retainer fee of about $750,- 
000.’ This is of course fantastic. 
Reported by whom and to whom? 
The second misstatement of fact 
in this paragraph is this: It is 
stated ‘Mr. Lichtenberg secured 
the account after six months.’ As 
a matter of fact, the client (U. S. 
Brewers Foundation) renewed 
with Bernays after the first year 
for a second year. 


Cites ‘Time’ Title 


“On Page 2, paragraph 6, the 
writer refers to Bernays as ‘self 
styled No. 1 public relations coun- 
sel in the country.’ The fact is 


that Time, the news magazine, 
considered as an authority in such 
matters, has called Bernays ‘U. S. 
publicist No. 1.’ Other authorita- 
tive publications and experts have 
used the same description you use 
in your Feb. 21, 1944, issue in 
article on Bernays. As to the 
statement in this paragraph, ‘re- 
puted recipient of fantastic fees,’ 
this is sheer gossip and damaging 
to Bernays. The writer of the 
article spreads this damaging gos- 
sip. 

“In the same paragraph there 
is another misstatement and false 
implication: ‘seems currently to 
have only one account, Procter & 
Gamble.’ This is an untruth, the 
falsity of which can be easily 
proven and necessarily must also 
be corrected since it is a damaging 
statement per se.” 

Meanwhile, Theodore R. Sills & 
Co., Chicago, reported the open- 
ing of a New York office about 
April 1, to augment the services of 
Chicago and Washington offices, 
and asserted the organization’s 
right to the title of ‘“‘The country’s 
fastest growing public relations 
organization,” as well as one of 
the largest. The company has 
added seven accounts in the past 


“. . «and one of the reasons Seattle is grows 


ing so fast is because of the low taxes here. 
My home is valued at about $10,000, and 


our property tax is only $150 a year. We pay 


no income tax at all to the State.” 


Tt at- 

ATE” IS IDEAL. aed 

nig os It fosters home ownership. ced 
trac 

of the money ft ly that there is now an unallo- 


ve cessf 
by sales tax pa pene $50,000, 


Also, huge re 


Bute jrations ae rten i ket secure 
~ rke 

Slit That aan you can develop yond — “reget 

porte | J dge that no suddenly = pone 

in toe nection ith your steady profit 4 a, 

ay courages expanding ! a 

ne ation That is why Seattle 


farming, tra s best markets. 


continue as one of t 


Represented by O'MARA & ORMSBEE,Inc. * NEW YORK © DETROIT 


“*, . . taxes on business are at the same 
low rate. Washington State’s Constitu- 
tion puts a 40-mill limit on ALL prop- 
erty and real estate tax—and prohibits 
any State Income tax.”’ 


She Prefer red Newspaper 
in? out f © 
Seallle Homes 


= TT 
Searrie Times 


Seattle, Washington 


CHICAGO * SAN FRANCISCO * LOS ANGELES 


“Just emile, Mr. Buchanan. Don't droo! 


Here's the picture for tomorrow morning 4 


NEW SLANT—The General Mills cay. 

toon series for Wheaties takes a ney 

tack in current American Weekly ads 

which project the gag line into a sec. 

ond box with a bona fide sales message, 

Knox Reeves Advertising, Minneapolis 
is the agency. 


year, bringing the total to 17, th 
report said. The New York offic 
will be directed by Philip Les]; 
vice-president. 
‘Leader in the Midwest’ 

The company’s accounts include 
Inland Steel Company, Brunswick. 
Balke - Collender Company ani 
Monroe Auto Equipment Compan 
as well as National Frozen Food 
Locker Association (new), Radi 
Manufacturers Association, Gyp- 
sum Association, Linen Supply As- 
sociation of America and Wire- 
bound Box Manufacturers As- 
sociation. “For several years the 
leader in the Midwest, Sills’ or- 
ganization now is near the top na- 
tionally,” the company asserts. 

Friends of another Chicago firm 
—Lawrence H. Selz Organization 
—insist that this company, which 
specializes principally in trade as- 
sociation work and is said to be 
at or near the top in this type of 
activity, should have been includ- 
ed in the roundup. 


MAB Slide Presentation 
Issued in Booklet Form 


Charts and text of the pres- 
entation Magazine Advertising Bu- 
reau has shown to about 1,200 
persons in the industry have been 
reproduced in an 84-page booklet, 
“Economic Facts Pertaining to the 
Future of Magazines.” Copies are 
available through MAB. 

The series of charts, originally 
the suggestion of William B. War- 
ner, president of National Publish- 
ers Association, has been printed 
in booklet form, MAB says, “Ss 
that each individual publisher may 
have certain bases for the appralsa 
of his postwar problems.” 


Bakery Accounts Placed 

Advertising of Schwebel Baking 
Company, Youngstown, O., ai Ce- 
Lect Baking Company, Bosto., as 
been placed with Willia A 
Schautz, Inc., New York. ews- 
paper, radio, outdoor, car rds 
and dealer helps will be us‘ 


Gwinner Joins Doody 

G. Myron Gwinner, for t! 
year acting director of the clal 
planning council of St. Lou. 28 
joined Edward G. Doody & St 
Louis, as an associate and r‘ re 
technician. 


Complete coverage of « ret 
and back issues of busine 5 P& 
pers and magazines for e« (0"@ 


and advertising materia! 


Booklet No. 20, “How Busine « Us# 
Clippings” outlines how ma tal 
ers and advertising agencies ~° ° 
service. 
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...When they return home, the heroes will recall 
that wings are needed not for our bodies, but 
for our souls. They will understand the mean- 

ing of this war which they have won 

amid acclamations and gratitude. 

Every one of them has learned 

that his country is an inn on the 
border of the eternal roads of the ideal. 
The heroes’ eyes have been opened... 


Chis Is My Almerica 


by Maurice Maeterlinck 


by Mrs. A. Ritchie Low 


... What happens here in our little church, 
in Johnson, Vermont? A Catholic priest spoke 
in our Protestant church, told us how he had 
preached the word of God on other continents. 
A Jewish rabbi brought the ark, scroll and Talmud 
Torah of his faith, spoke humbly, beautifully, 
and convincingly. A Mormon youth from Utah 
spoke;a Japanese-American who pleaded for 
a chance to prove his loyalty to his 
birthland; a Chinese statesman, 
a Hawaiian... 


MY VALENTINE 
by Gladys Martin 


Some Valentines are fragile things 
With frilly lace where Cupid sings 
And doves fly out on satin wings. 


My Valentine is a silver star, 
A banner flung in lands afar 
To save and keep the dreams that are. 


My Valentine is a lonely lad 
Stained with dust and khaki clad. 
» Tall and brave as Galahad. 


WONDER WHy 
/ EVER THOUGHT... 


"1... Never Walk Again?” 


by Nana Gollner 


Prima Ballerina, Ballet Theatre 


... ‘For infantile can and will be conquered 
— especially now when we’re all fighting 

it together. This is a day of miracles! 
Who should know it better than I? At 
four I had Infantile paralysis.’’... 


Mady Siyla 
HITLER'S FAVORITE WOMAN SPY 


by Princess Amelie Karapow 


... I’ve found her,” Goebbels reported, 
“the Mata Hari of World War II. 
She is cold, but clever and devilishly 
greedy for money. And she can 
make men love her.” 

“Her greed,” replied Hitler, ‘‘will 
be convenient for our purposes.” 

So Hitler summoned Mady. “I am 
interested only in what you can do 
for the Fatherland,” he told her. 


“AndI aminterested only inmoney.” 
They understood each other... 


WHOS THE EDITOR? 
WE WALRUS 7 


Do you really know True 
Confessions? The sample 
here represents the character of True 
Confessions. The motto on the cover calls 
it “Your Magazine for a Better Life.” It is. 

There’s bigness in every issue —and 
that shouldn’t be news to you. 


TRUE CONFESSIONS 


Bought at newsstands by 2,000,000 women a month 
for the living serrice it gives. 
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: Fawcett Publications, Inc., 1501 Broadway, New York 18, N. Y., World's Largest Publishers of Monthly Magazines 
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A Job for Public Relations 


As the review of the activities 
and growth of professional public 
relations counselors in the March 
19 issue of ADVERTISING AGE sug- 
gests, business, and specially big 
business, is keenly aware of the 
necessity of developing what the 
Committee for Economic Develop- 
ment calls a favorable climate for 
business expansion after the war. 

While public relations work has 
been a concern of advertising 
managers and advertising agencies 
for a long time, and no doubt will 
continue to be, there seems to be 
a strong feeling among many top 
management executives that these 
activities should be divorced from 
advertising. The desire to elimi- 
nate any possible implication that 
the placing of advertising has any 
connection with editorial or news 
treatment of a company probably 
explains this attitude in part. 

In the development of a pro- 
gram of public relations, we be- 
lieve that one phase of the prob- 
lem which needs greater attention 
is the necessity of achieving 
greater unity on the part of busi- 
ness itself. One reason why it has 
been so difficult for business or- 
ganizations to build advertising 
intended to promote greater pub- 
lic acceptance is that not all seg- 
ments of business see eye to eye 
on many of the vital problems 
that are emerging and must be 
dealt with postwar. Increasing 
emphasis on the needs and desires 
of small business, by Washington 


and state authorities alike, is a 
suggestion of the trend of current 
thinking. 

There is no doubt that big busi- 
ness will emerge from the war 
bigger and stronger than ever. 
Large companies for the most part 
have handled the. lion’s share of 
war contracts, and while war pro- 
duction has been widely distrib- 
uted through subcontracts, as In- 
ternational Harvester has pointed 
out in some exceptionally well 
prepared advertising, big compa- 
nies are going to be bigger, and 
because of our present inequitable 
tax structure, will be relatively 
better prepared for postwar con- 
ditions than smaller ones. 

This is a situation calling for in- 
dustrial statesmanship of the high- 
est order. Big business needs the 
understanding and cooperation of 
little business, because the latter 
represents the majority of its sup- 
pliers, its distributors and its cus- 
tomers. On the other hand, small 
business expects fair treatment 
and an even chance in the struggle 
for markets after the war. 

Leaders of big business are sin- 
cere, we believe, in speaking for 
the system of free competitive en- 
terprise and equal opportunity for 
all, but we are certain that an im- 
portant part of their public rela- 
tions assignment will be to sell 
this idea convincingly to the great 
majority of business men who 
constitute small business. 


‘Prices Slightly Higher’ 


A leading advertising agency 
executive recently predicted in a 
talk to a business group on the 
Pacific Coast that the phrase 
which used to be so familiar in 
national advertising, “Prices 
slightly higher west of the 
Rockies,” will be eliminated after 
the war. 

His belief is of course based on 
the assumption that the great de- 
velopment of production facilities 
in the western states will result in 
so much competition for manufac- 
turers with plants in the East that 
they will not find it politic to con- 
sider freight differentials in estab- 
lishing consumer prices in that 
area. 

As a matter of fact, the use of 
a phrase such as that quoted 
smacks of a certain degree of con- 
descension, for the reason that 
manufacturers have equalized 
freight costs for the rest of the 
country, and only in the case of 


the Pacific Coast have added a 
special charge to cover additional 
distribution costs. The Coast is 
going to be too important, both 
production and consumption-wise, 
to be treated like a stepchild. 

As a matter of fact, the Western 
states are well along the road to 
becoming national in their mar- 
keting viewpoints right now. Such 
lines as cosmetics, the fashion in- 
dustries, agricultural products and 
of course, the movies, have na- 
tional distribution and advertising 
programs. And because some lead- 
ing manufacturers of national 
scope have or will have plants on 
the Coast, it is unlikely that a 
maker “back East” will want to 
identify himself through his pric- 
ing policies as alien to the great 
empire of business represented by 
the Pacific Coast, unless, as in the 
automotive industry, he is selling 
on the basis of f.o.b. factory. 


—Liberty 


"| absolutely cannot take on any more accounts.” 


pe 


Split Peas 

You may be as much interested 
as we were to learn that there is 
National Association of Split Pea 
Processors, and that Western Ad- 
vertising Agency of Chicago has 
just produced an attractive booklet 
for these pea splitters which not 
only tells why they split peas, but 
also what to do with them after 
they are split. 

The answer to the latter portion 
of the previous sentence is very 
easy: make split pea soup. The 
answer to the first portion is 
equally simple: “When peas are 
split, the semi-impervious fibrous 
covering or hull is removed, which 
eliminates the necessity of soaking 
and a long cooking period.” 


Perpetuating Types 

The Writers’ War Board got the 
Bureau of Applied Social Research 
of Columbia University to do a 
study of the kind of characters and 
characteristics that are constantly 
being depicted on the stage and 
radio, in novels, motion pictures 
and short stories, in comic car- 
toons, the press, and in advertising 
copy. It comes up with the con- 
clusion that almost all writers are 
consciously or otherwise perpetu- 
ating stereotypes and emphasizing 
“the false and mischievous notion 
that ours is a white, Protestant 
Anglo-Saxon county in which all 
other racial stocks and religious 
faiths are of lesser dignity.” 

The group says that the short 
story uses the most stereotypes 
and is the worst offender, while 
“advertising copy is openly and 
self-admittedly addicted to the 
Anglo-Saxon myth because of 
reliance on ‘snob appeal,’ and 
radio ‘ranges from innocuous to 
sympathetic, despite some individ- 
ual stereotypes.’ ” 

Here’s what a brief summary of 
the findings (later to be published 
in full text) has to say about ad- 
vertising copy: 

“Interviews with copywriters, 
art directors and others established 
the general acceptance of the 
whole white, Protestant Anglo- 
Saxon myth and a disposition to 
defend current practices. Only 
when time and budget permit, do 
some firms revise their advertise- 
ments for the foreign language and 


Negro press by substituting pic- 


tures and text appropriate to these 
special audiences. 

“The refrain goes like this: 

**We naturally draw on typical 
Americans because the greatest 
bulk of our ads are directed at 
typical Americans.’ 

“Another advertising man ex- 
plained his views in these words: 
‘Basically, it is commercial. You 
want to sell to the greatest num- 
ber of people. Therefore in your 
advertisement you present some- 
one whom they will want to emu- 
late. This man has actually con- 
ducted research of his own to 
determine what particular Anglo- 
Saxon names possessed the great- 
est power to suggest high social 
and economic status—in other 
words, maximum snob appeal. 

“Still another advertising man 
said: 

“*You’d lose your audience if a 
colored man appeared in the ad. 
However, in a picture of the Old 
South, whisky ads, etc., one puts 
in an Uncle Tom for atmosphere.’ ” 


Jottings 

Novel idea in contests is the 
current one sponsored by William 
Morrow & Co., publisher of the 
Erle Stanley Gardner mysteries. 
Titled, “The Case of Erle Stanley 
Gardner’s Success,” the contest of- 
fers “$1,000 Reward” to the book- 
seller or retail book department 
employe who gives the best rea- 
sons for the phenomenal sale of 
Gardner’s books. Rules of the 
contest are being published in ads 
in the book trade periodicals. . . 

The Advertiser and Herald-Dis- 
patch of Huntington, W. Va., kind 
of rubbed it in, with ads in New 
York, Cincinnati, Detroit, Louis- 
ville, Cleveland and Chicago, say- 


ing: “Protected by 12-mile flood 
wall, Huntington, W. Va., busi- 
ness goes on as_ usual. The 


foresight that built Huntington’s 
12-mile flood wall in 1939, pays 
off. Huntington business continues 
to flourish —its normal activities 
unaffected by the Ohio River’s 
worst wartime flood.” . . 

And our Philadelphia scout re- 
ports the strange news that the 
Baltimore telephone number of 
Records & Goldsborough, Inc., 
distiller of Melrose whisky, is Cal- 
vert 6464... 


The following documents ma, 
be secured without charge fron 
companies sponsoring them, ¢; 
through ADVERTISING AGE, by any 
national advertiser or advertisin; 


agency executive writing on hi 
business letterhead. 
No. 2487. How to Choose ay Fy. 


port Advertising Agency. 

In this booklet, designed to clar. 
ify questions involved in the selec. 
tion of an export agency, Irwin 
Viadimir & Co. outlines some rules 
to follow, and shows how its own 
background, professional standing 
growth and service record stack 
up. 


No. 2488. Durham, North Carolina, 


The Durham Herald and Sun 
have issued tnis folder, which 
contains data including population, 
retail sales, agriculture and indus- 
try, with a table covering the 
counties in Durham’s ABC trading 
zone. Coverage of the Herald- 
Sun papers is shown in an ABC 
audit. 


No. 2489. 
ket. 


Highlights of the shipbuilding 
program for 1945, detailed statis- 
tics for 1944 output and a report 
of current thinking on postwar 
prospects for shipping and ship- 
building in the U. S. are contained 
in this booklet issued by Marine 
Engineering and Shipping Review. 


No. 2477. Market Study of the 
Chain Variety Store Field. 

Chain Store Age has issued this 
market study, which contains a 
map of the U. S. showing locations 
of 674 variety chain headquarters, 
by states, number of stores oper- 
ated by leading chains in each 
state, and number of stores oper- 
ated by variety chains in 102 prin- 
cipal cities. A supplementary map 
indicates stores operated by im- 
portant sectional chains through- 
out the country. 


1945 Shipbuilding Mar- 


No. 2478. Some Women You 
Should Know and Vice 
Versa. 


Rhyming couplets and cartoon 
illustrations take the dryness out 
of this survey report, but the 
facts and figures are here, never- 
theless, to provide an appraisal of 
the women readers of Hillman 
Women’s Group (Real Romazces, 
Real Story and Movieland) and 
their families, as buying prospects 
for advertised products. 


No. 2483. This Is Pittsburg! 
The Pittsburgh Sun - Telegraph 

has issued this brochure, which |: 

a collection of ads in the news- 


paper’s national magazine cam- 

paign, each of the series contail- 

ing opinions and prophecies o/ one 

of the city’s industrial leader: 

No. 2461. From Trees to Printing 
Presses. 

Kimberly-Clark Corporation has 
issued this brochure, which ‘ells 
the story of paper making ‘rom 
selection of wood and its pre)ara- 
tion at the mill to the fin hed 
product. Illustrations show ©: ‘Ua 
mill operations, and text des«™!bés 

ng 


various steps in the paper-n 
process. Several types of pr 
presses, currently used, are US 
trated, with diagrammatic sk: °"¢5 
showing paper traveling th: ul 
the presses. 


No. 2411. WKY Market Fa: . 
Maps of morning, afterneo: 22° 
evening coverage of Station \ *° 


Oklahoma City, illustrate th 
folder’s material, which in 
population, 1943 retail sales { 
four store groups, and eff 
buying income. 


re 12 Advertising Age, ™ arc 20, 104s 
! 
pe AGE RI ae Gol, PMMA EPIRA EDGR OEE LL CRE ARR rate BRS Ma Be ARS ae ES oe 
: | Be ee a yi y 7 ly oa hs 
i) % Pe ee ee /) / SS Mi ; ; HT 2 es : (7 ps e ’ 
, . cs Se ee ieee se ni ee Sh hier ; ~ 
s, ™ “a Ma ee Mie “Te hy vie ge 
: + | : e Ee co eG eae % 
| | e 
. bay . | oy 4 
oe e 4 
| Pe ™ <a << eee) geen ft = = v 
<= ST ee I ee 100 ive” ee s 
i ae he Ve at" “I 
: ; ~ ‘oe thot \" a 
| s a & A~ St” 
: a a a ee a seated “ ' . 2 ie 
. Se Vite = ae 
De ee oN 
: FAT ee aga : a, ~~ 
ys ee 
ee a 
a \ = a oy 7 s ; ea TL 0 : ’ 
7 
- 
- - 
: 
Pe 
7 Be 
1 
= . a ? 


ts May 
© from 
em, or 
by any 
ertising 
On his 


an Er. 


to clar. 
€ selec. 
. Irwin 
1e rules 
its own 
anding 
1 stack 


arolina, 


id Sun 
which 
ulation, 
indus. 
ng the 
trading 
Terald- 
n ABC 


g Mar- 


uilding 

statis- 

report 
dostwar 
1 ship- 
ntained 
Marine 
teview. 


of the 
eld. 

ed this 
fains a 
cations 
larters, 
$ oper- 
n each 
$ oper- 
2 prin- 
ry map 
»y im- 
rough- 


1 You 
l Vice 


-artoon 
ss out 
ut the 
never- 
‘isal of 
[illman 
nances, 
1) and 
ospects 


‘gh 
ed aph 
hi n is 


news- 

cam- 
yntain- 
ol yne 


1944 compared with 1943 shows 
a daytime increase in listeners to 

KXOK of almost 30%. All other net- 

work-affiliated stations in St. Louis showed . 


an average audience loss in the daytime. 


KXOK advertisers, on the average, enjoyed a 
plus audience of 29.7% at no increase in cost. 


ie 


For the 40 quarter hour periods between 8:00 A. M. and 
6:00 Pi M.—a total of 200 Hooper checked periods Monday 
the sI Friday—KXOK increased its average audience almost 


7, for the year 1944 compared with 1943. This over-all 


a 


file asurement is the first annual composite station listening index 


: . sever produced by C. E. Hooper, Inc. 


< 
pe: 


This spectacular daytime increase in listener audience, without 
any increase in rates, means that KXOK advertisers 
received an average bonus measured in extra homes 


reached per dollar invested of almost 30%. 


It is profitable to place your business on a station zoom- - 
“ing to the top. It is satisfying to be among the 
many alert advertisers now enjoying a plus 


audience. No wonder KXOK's adver-. 


tising volume has grown apace with 


the station's listening audience. 


SAINT LOUIS (1), MISSOURI > 


630 Kilocyeles * 5000 Watts * Full Time ° Basic Blue Network 
Owned and Operated by the St. Louis Star-Times 


——E—__ 
AFFILIATED WITH KFRU, COLUMBIA, MISSOURI @ REPRESENTED BY JOHN BLAIR & CO. @ OFFICES IN NEW YORK @ CHICAGO e ST. LOUIS @ LOS ANGELES @ SAN FRANCISCO 
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400,000 Pumps 
Converted, Sold 


as Sprayers 


Philadelphia, March 22.— The 
Surplee-Biddle Company here has 
already disposed of more than 
400,000 surplus stirrup pumps out 
of the more than 1,500,000 obtained 
from the Defense Supplies Cor- 
poration. The company expects to 
dispose of most of the remaining 
stock this year, in view of the gov- 
ernment requests for more victory 
gardens. 

The pumps have been converted 
into insecticide sprayers, and with 
the rigid restrictions upon manu- 
facture of tin plate insecticide 
sprayers, the gadgets have found 
a ready market. 

The product is being marketed 


throughout the United States, with 
emphasis upon the eastern and 
middle western metropolitan areas, 
Among the stores selling the 
sprayer are: Gimbel’s, New York; 
The Fair, Chicago; The May Com- 
pany, Cleveland; Jordan-Marsh, 
Boston; Schuster’s, Milwaukee. 
The pumps are selling at $1.79. 


Sardik Foods to Hoyt 

Sardik Food Products Corpora- 
tion, New York, dehydrated fruits 
and vegetables, has appointed 
Charles W. Hoyt Company, New 
York, to handle advertising. Ad- 
vertising plans have not yet been 
formulated. 


Hotel Sinton Appoints 

Strauchen & McKim Advertis- 
ing, Cincinnati, has been ap- 
pointed as advertising consultant 
by Hotel Sinton, Cincinnati. 


Lip Ae etka 


Federal Attorneys 
File Arguments in 
‘Esquire’ Battle 


Washington, March 21. — Lines 
were drawn for the third round of 
the elaborate legal battle over 
Esquire magazine’s second class 
mailing rights when government 
attorneys filed today in the Circuit 
Court of Appeals here a brief in- 
sisting that lower courts were cor- 
rect in holding against Esquire. 

Argument of the appeals is ex- 
pected some time next month, now 
that briefs from Esquire, the gov- 
ernment, and a number of “friends 
of the court”—including the ANPA 
and Curtis Publishing Company— 
have been filed. 

In its brief, the government con- 
tinued to argue that the Post- 


It’s Friday 


every week in the year. 


in America—every Friday, 


From type- 


writers and filing cabinets, from switch- 
boards and retail counters, from offices all over 


the country, ine million well-dressed, eager BGs* 


dash to the banks to cash mine million salary checks, and spend nine million 


weekly wages on themselves—for clothing and cosmetics, for gifts and for 


furniture, for rent, food, and Bonds! 


In any language, this spells power 


—the astonishing buying power of Susie, the Business Girl! 


Now Charm didn’t discover “payday,” but it did discover Susie! 


! Charm 


talks to Susie, and to Susie alone—speaks her language, devotes its every 


column to her interests and needs. 


That’s why Susie pores over her 


cherished copy of Charm each month, then tucks it securely under her 


BG* arm, and scurries off on her shopping tours. 


There’s no gamble—no guesswork about reaching the BG* through the 
pages of her own magazine. And remember—Menday, Wednesday, or 
Frid iy- if it’s pes 1 ty to the BG*, it’s im portant to you! 


CHAR 


The Fashion Magazine for the 


Business Girl 


122 East 42nd Street 
New York 17. W. Y 


*BG—Business Girl 


Buy more War Bonds 


IN 


master General has the right to 
determine which. publications are 
entitled to second class mailing 
rights, a position affirmed by the 
district court here in July, 1944, 
in dismissing Esquire’s plea for 
an injunction. 

The case stemmed from an ac- 
tion by the Postmaster General in 
November, 1943, proposing to deny 
Esquire’s second class mailing 
rights because 11 issues of the 
magazine allegedly contained in- 
decent material. 


Complaint Was Amended 


After a long hearing before a 
Post Office Department panel, 
Postmaster General Walker ruled 
against the magazine, first amend- 
ing his complaint to eliminate any 
reference to indecent material. 

In the district court, and again 
in the Circuit Court of Appeals, 
Mr. Walker contends that in order 
to be acceptable at the advantage- 
ous second class rate, a publication 
must be primarily devoted to “dis- 
semination of information of a 
public character” or to “literature, 
the sciences, arts, or some special 
industry.” 

If the Postmaster General finds 
that the publication fails to satisfy 
these requisites, it must go at the 
higher third or fourth class rates, 
he says. The question of indecent 
material is not involved in this 
finding, he contends. 

Esquire and its supporters, in- 
cluding the ANPA, insist, however, 
that Congress never intended that 
the Postmaster General should 
discriminate among publications. 
Such discrimination, it is contend- 
ed, constitv ‘es discrimination 
against a pai.icular publisher and 
is in fact an interference with 
freedom of the press. 


Ups Rate 5'\%4c a Pound 


The Post Office people admit 
that the order would result in an 
increase of not less than 5'%c a 
pound to Esquire for use of the 
mail, but they argue that the issue 
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Advertising Age, March 2¢ 


of censorship is not raised | 
the order does not involve “, pro 
hibition against publicatio 
distribution or sale of Esqi ire o, 
any of its contents to the readin, 
public,” nor does the order hg 
Esquire from the mails. : 

“We think a fair reading . 
statute requires that a periodica) 
to be entitled to second-class ep: 
try, must be exclusively o: pre. 
dominately given over to dissenj. 
nation of information of a 
character, or to literature, the oj, 
ences, arts or some speCial (ndys. 
try. It must follow that a periodj. 
cal which is not exclusively or pri. 
marily thus given over, is not ep. 
titled to second class mailing 
privileges merely because it aly 
contains public information, | itera. 
ture, or art,” the government 
argued. 

“We suggest that there is ade. 
quate material in the record show. 
ing that the dominant and pervad- 
ing purpose of Esquire was to 
print cartoons, jokes, and pictures 
of a suggestive and off-color char- 
acter: that its ‘whole atmosphere’ 
emphasizes and vulgarizes sex: 
and that the material in Esquire 
which can be characterized as 
public information, literature or 
art, was inserted in each issue as 
filler, but not with any intention 
or expectation that readers would 
be attracted to the magazine for 
that reason.” 


Brewer Donates 
Posters to Defense 


Since the war began, Henry 
F. Ortlieb Company, Philadelphia 
brewer, has each month contrib- 
uted its space on 200 outdoor 
panels in the city to publicizing 
phases of civilian defense activ- 
ity. More than 40 showings have 
appeared in the campaign, directed 
by Judge Harry S. McDevitt, chair- 
man of the Philadelphia Council 
of Defense, and John L. Morrison, 
account executive of General Out- 
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The Choice in Schenectady 
Is the GAZETTE... 


and Here’s the Proof ... 


door Advertising Company. 


1942 1943 1944 
1is7Q_2N0Q 3EQ 41HQ I1SFTQ 2ADQ 329Q 41 Q 1STQ. 28DQ 320Q 
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Statements culation. 


MOST CIRCULATION: RESPONSIVE CIRCULATION 
For 50 years the Gazette has led. Today it has 
the biggest circulation ever attained by a 


Schenectady newspaper. 


—And all Gazette circulation is 


responsive, sales-producing cir- 


SCHENECTADY 


REYNOLDS-FITZGERALD, {NC., National Representatives ) 
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Never Underestimate the Power of a Woman! 
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29,821 


27,422 


. Nor the power of the magazine 
which has the largest 

- audited circulation of ANY magazine, 
| given it exclusively by women 


‘anes HOME JOURNAL 


THE MAGAZINE WOMEN BELIEVE IN 


er ee ee 
; Calise ‘e.. 
. Dro. a F é igtae rr 
mn, the ee 
re or a 
readir ea: we 
4 t the : 
4 dical,  . 
ass en. : 
or pre. 18 
i emi. _ 
ublie % 
the s¢j. = 
idus. eI 
eriodi. ' 
OF t " 
not en. . 
mailing 
It also 
, Litera. 
rnment : 
is ade. 
| show. oe 
W - — Poa 
ervad. Bi A Cee 
a8 _ 
4Yy. 
AY < an | 
l/ bd . = . 
. P . 
. ‘ 
eel Z - e s « 
- — Pail ‘ . 
Pn st ge ° . ’ . | hs oa 
Ps: Se oe - a ° E = 
Ps an Pen ‘ - ® , ¥ 4 ° 
a ee Let ° a 7 
: Ya 
ae = . F = 
Pie ae . , a. 
yo et cin a t Be sh 
a. ee a ~ a paieects 
Pe = Fo oat Dd ™ ‘ eo 
= a a , ( — 
. ee 
| : ee 
0 ae : - a 
‘ “sine a 
e ‘ sa 
° - 4 
: ~ " e es 
Q ' a 
v ? ‘ 7 s 
— 4 ~~ Ss — ‘ . = a ei 
= pa : ti AS 4 ei e » (A 
Po ae ‘ . . per At, 4 
= SON ‘ , : . 
— i ne, a 
Od = ‘. af ? . .. 
-_ Le a -_——_—._ ™ 
—-~ SF — - 
ae gl — a 
<<€~EzZz ze rn. 
) ZZ ia oe aa a “ole 
- y Z ——— —— - = - - ] - 
— ae oe 
Pa a ew a oH ‘2 ae oe 
; 2 re teas me 
er — - e me 
ell nes ee eae bin 
| pot 
a ——_ iiss a i 
| aioe pe 
ea 
a 4 — 4 
ss 
| | 
| Bie as 
) a Pa 
¢ “ag ee 
& ’ 4 - 2 ‘ i 


es SEES 


16 


Macy's *44 Sales 
Pass $116,000,000 


Sales of R. H. Macy & Co., New 
York, for both the 26 and 52- 
week periods ended on Jan. 27 
reached new high marks. Sales 
of Macy’s, New York, in 1944 in- 
creased to $116,479,492 from 
$105,844,314 in 1943; L. Bamber- 
ger & Co., Newark, to $38,860,301 
from $36,205,900; Lasalle & Koch 
Company, Toledo, to $12,690,665 
from $11,132,014, and Davison- 
Paxon Company, Atlanta, to $16,- 
799,542 from $12,448,933. The 
total volume for the 52 weeks 
amounted to $184,830,000, com- 
pared with $165,631,161 for the 
same period to Jan. 29, 1944. 

For the 26-week period Macy’s 
New York sales aggregated $66,- 


871,465, compared with $59,227,261; 
L. Bamberger, $22,767,370, com- 
pared with $20,150,829; Lasalle & 
Koch, $7,323,062, against $6,241,- 
400, and Davison-Paxon, $10,644,- 
045, compared with $7,054,226, 
bringing the total to $107,605,942, 
compared with $92,673,716. 


D’‘Orsay Begins Series 

Weekly two- and three-column 
insertions in newspapers in 20 
cities from coast to coast, in ad- 
dition to an increased schedule in 
class magazines, will compose the 
spring and summer campaign be- 
ing launched by Parfums D’Orsay 
this month on Intoxication per- 
fume and toilet water. The cam- 
paign is handled by Morton 
Freund Advertising Agency, New 
York. 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request. 


25 WEST BROADWAY 
NEW YORK 7. N.Y 


Premier Promotes 
Stores as Vacuum 
Cleaner Outlets 


Cleveland, March 22.— With a 
page advertisement for Premier 
cleaners in the April Ladies’ Home 
Journal, Electric Vacuum Cleaner 
Company will launch a campaign 
on “why you should buy your 
next vacuum cleaner at a store,” 
rather than from a door-to-door 
salesman at home. 

The ad claims that the price of 
a cleaner “when purchased in 
your home” will be $10 to $20 
more than when bought “at your 
dealer’s store.” 

“You can get a Premier from 
your dealer for less—because your 
dealer makes it possible for Pre- 
mier to eliminate the excessive 
costs of maintaining house-to- 
salesmen or any other selling pro- 
cedure involving home demonstra- 
tions and sales concluded in your 


... for a Quality Vacuum Cleaner? 


== 


Fae Fo PREMIER 
eed 


AL Theat the Nous Loniptine 


PRICE QUERY —Plugging the tag 

carrying the right price, new copy for 

Premier vacuum cleaners stresses the 

importance of purchases at a dealer's 

store rather than through door-to-door 
salesmen. 


home,” the copy declared. “Your 
dealer is fully equipped and pre- 
pared to give you a complete in- 
the-store demonstration of any 


distinguished strangers sat on green cushions, ate off silver / : 
dishes on white tablecloths ...Grown small in the distance,| £ 
the engine’s whistle sounded sad and lonely in the night... _ 


Lonesome whistle in the night... 


Every evening the long train scurried by, its moving 
windows blobs of yellow in the dark. Inside the cars, 


The boy sighed, on his way to bed. 


Some night, he thought, the train would take him far 
MS away ...to sail blue seas, and find green islands no man 
ever found before ...to climb snowy peaks, fight jungle tribes 
...to see picturebook cities and curious people, the naked 
brown men and furry Eskimos, the tigers, elephants and... 
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Sleep always stopped the wondrous travelogue! 


rp renee 
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TRUE is a magazine for the man...the boy you once 
were wanted to be! It researches the romance in realities, 
finds fact more fascinating than fabricated fancy . .. travels 
trails you never had the time to take, listens to low voices 
around a thousand camp fires, explores explorers’ logs, 
gathers the gist of great deeds and days... reserves a ringside 


seat each month in the rugged world of men! 


Sj TRUE is gathering force and friends, earning a lasting reader 
<™ loyalty, and growing steadily despite paper and distribution 


limitations—today tallies well over a half-million copies, 


98% newsstand bought, at 25c per copy... offers an all-men 


audience at very low cost, plus a great postwar potential!... 
Inquire TRUE, a Fawcett Publication, 295 Madison Ave., New York 17 


.-.. the man’s magazine 


‘inflated and exorbitant beyong 


ee 
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Premier cleaner.” 
The ad offers a booklet on 4, 
subject. “Consider, if yo. wi, 
the booklet says, “that ‘you buy , 
other appliance or furnis Ng foe 
your home—in your hone — 
Selling such things to you in yo) 
home would add so much: to », 
fair selling price that it vy Uld bp 


your consideration.” 
Although it is unlikely that 4; 
copy will provoke any direct », 
sponse from competitors, i! prin, 
out into the open a problem whi, 
applies not only in the vacuy, 
cleaner field, but in the whole fig 
of household appliances. Premig 
of course, is aiming its darts ¥: 
rectly at cleaners which are gj 
on a_ house-to-house basis ¢, 
clusively, but the problem x 
whether major appliances can 5 
sold satisfactorily without coorbe 
ringing is currently agitating , 
substantial portion of the appl. 
ance field. Many appliance me. 
chandisers believe it is impossib; 
to sell these items in sufficiey 
quantities merely by displaying, 
them on a retail floor. i 

A business paper campaign tej 
retailers of the buy-at-the-stoy 
campaign. Beaumont & Hohmz 
is the agency. 


NBC Advances Porteous 


Roy C. Porteous, assistant pro 
motion manager of WEAF, Ne; 
York, has been appointed assis: 
ant manager of the package salg 
division of the program depart 
ment at National Broadcastiy 
Company. 


MacPherson to WFIL 


Malcolm MacPherson, former 
of General Motors Corporatio: 
Detroit, and recently radio advise 
to Gov. John W. Bricker of Ohi 
during the 1944 presidential cam: 
paign, has joined WFIL, Philadel-i 
phia, as promotion director, suc-{i 
ceeding Ted Oberfelder, now co- 
ordinator of audience promotior 
for the Blue Network. 


Two Appoint Doner 


W. B. Doner & Co., Detroit, ha 
been appointed advertising couns 
for Heirloom Pearl Company ani 
the Morton B. Farrell Compan) 
manufacturing jewelers. Plans in- 
clude newspapers, direct mail 
trade papers and class magazines 


Kolb Heads N. Y. Office 

Philip C. Kolb, advertising 
manager of Levy Bros. & Adler 
Rochester, maker of men’s cloth: 
ing, Rochester, N. Y., has _ bee 
placed in charge of the New York 
sales office at 200 Fifth Ave., from 
which he will continue to diret 
the advertising program. 
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REPRESENTING LEADING RADIO S/ATIO® 
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<BMengel to Sell 


is n ‘ 
10 < " if Li 
nu in vm 
oom Future Line 
‘ Uld bp ; 

DE Vong " 

Dpivca to St 
| “eDired 10 Stores 
auect mi 10 .isville, March 20.— With 
* whit vor, on advertising plans and 
> Vac ml market research already well ad- 
vhole > vanced, Mengel Company reveaied 


Premie today that it will swing into large- 
darts 2 sca e furniture manufacturing 
are cuiilg after the war, for sale direct to re- 
basis efmtail stores. 
len 5 Mengel, which claims the dis- 
mel yn of being the country’s big- 


es can yi uncll 
it doorbell gest manufacturer of hardwood 
sitating ‘fag products, now is devoting almost 
he appl. all its facilities to war work, and 
nce mene furniture production is strictly 
mpossitifa limited. “But in order to provide 
sufficienfame peacetime employment promptly 
displayinim on the largest possible scale,” said 
“WE Alvin A. Voit, president, “we in- 
Daign tele tend to be ready when we get the 


-the-stonm go-ahead signal.” : ; 
. Hohmar Mengel’s postwar furniture will 
“pear the company trademark and 
will be advertised nationally to 
Sconsumers and the trade. Its 
rteous agency, Marschalk & Pratt, New 
stant prom York, and company executives 
‘AF, Ned have been at work on advertising 
ed assis and marketing plans for more than 
cage salama year, and a nationwide survey 
n deparifmE has been completed on consumer 
yadcastinggs preferences and dealer views. 


Bedroom Lines First 


IL The new merchandising policy 
s to apply at first only to the bed- 
room lines of the company, to be 


Finn: supplemented with other house- 
io advise old furniture items as soon as 
r of Ohigeg conditions permit. The furniture 
tial camfae operation is under executive direc- 


hilade.me won of Warren T. Green, vice- 
Philadel president, with Erskine H. Court- 


ctor, suc 
now comm cnay as general sales manager and 
oromotiogmm H. T. Riggs in charge of manufac- 
“turing. Furniture production will 
be concentrated in Louisville, 
; where Mengel owns two large 
r woodworking plants. 
troit, has The company, with its own tim-|f 
ig counséf/™ ber, lumber, veneer and plywood 


pany anj™™l mills, as well as fabricating and 
Companymmm container plants, has been making 
Plans ings furniture and furniture parts since 


ct mail 1931, and has also produced for 
lagazines ‘thers novelty or occasional pieces, 
bedroom, breakfast room and di- 
HHice nette furniture. It — kitchen 
- Jae cabinets, but does not produce up- * ° * * ° * 
Avertisiafl holstered. furniture. Twice Weekly, the nation's top-flight furni- Just as it's good business for home furnish- 
Rage Mengel, according to Mr: Voit, ‘ " 
a's clot will become “the only fully inte- ture dealers, department store buyers and ings retailers to read RETAILING, it's good 
~, vor cuated enterprise in the furniture . - 
~ be ind try,” even using its own ship- merchandise managers read RETAILING business for home furnishings manufactur- 
nO ae Jing containers. owns timber In 
1 rec ey: * - 4 ° 7 . ° 7 . 
to dire Low fama and Missiseipel, and con- for fast news about all the home furnishings ers to advertise in it... because fast news 
——— By tion in Africa. Besides the two lines the p i H H 
oe oe oe ‘ y buy and sell... for fast news guarantees highly responsive reader in- 
program, it has a veneer and ply- t i i isi 
Ce ee ee at helps them make vital daily decisions. terest. 


in Baton Rouge, La., and Laurel, 


Miss.; wood box plants at St. Louis, 

Mo., and Winston-Salem, N. C., and e 
a kitchen cabinet plant at Union 

— Ind. Mengel’s corrugated 

Sol} 


oinimnadteaianematads TA 
! tai lant lo- 
= of aaa e ome Mig hai PUBLISHED: Twice Weekly — Monday, Thursday. 
- and New Brunswick, N. J. oe er yr parallels the many home furnishings departments in 
. ws E urniture and department stores. 
Tide Water Ups Ryerson about R TAILING MARKET COVERAGE: 4,300 furniture stores, 2,300 department stores, 


“overt E. Ryerson, formerly leading specialty and chain stores, syndicates, resident buying offices. 


Home Furnishings ADVERTISING ACCEPTANCE: For eight consecutive years, has carried 


gen al sales manager and recent- 

y ~~ of the eastern di- 

VIS a i ee . . . . 

W: lame TA Comma, more advertising than the next seven home furnishings publications 


New York, has been appointed a combined. 
\ om resident of the company. 
Mr. Ryerson fills the position 
‘or: rly held by J. D. Collins, 
Wi ied Jan. 20. 


Do och Appointed 


“ “. Darroch has been appoint- 
] &i ‘es manager of the Crosley 


+ ind refrigeration division of 
vl s Ltd., Weston, Ont. The 
CO ny will manufacture Cros- 
rporation’s Shelvador re- 
tors and radios after the 


if Un ed Drug Sales Up 
| solidated sales of United 


home furnishings 


The ONLY Home Furnishings NEWSpape 
Twice Weekly | 
8 East 13th Street New York 3, N. Y. 


$3 Inc., Boston, increased 
90 934 to establish a new high 


ng of $147,793,341, Justin W. 


PA oe president, disclosed in the 
eee ‘report to stockholders. 
9 siari0l _ lidated net profits for 1944 pays 
$9 | fo age Fa paren with PUBLICATIONS } DAILY NEWS RECORD » WOMEN’S WEAR DAILY © RETAILING HOME FURNISHINGS © MEN'S WEAR CHICAGO APPAREL GAZETTE © FAIRCHILD TRADE DIRECTORIES 
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National Accounts Ordered ir 
The Atlanta Journal Sunday Magazine 


As of March 12, 1945 


American Lady Corset Co., Foundations 
Amity Leather Products Co., Billfolds 
The Anderson Co., Rain-Master 

Apex Products Co., Personal Gifts 
Artistic Foundations, Inc., Flexees 
Associated Distributors, Inc., Chen Yu 
Har-iet Hubbard Ayer, Cosmetics 


Herman Basch & Co., Furs 
Bauer & Black, Blue Jay 

Best Foods, Inc., Shinola 
Biltmore Publishing Co., Books 
British Railways 


California Fruit Growers’ Exchange 
Can Manufacturers Institute 

Casco Products 

Charles of the Ritz. Cosmetics 

Chess Review, Subscriptions 
Chris-Craft Corp., /nstitutional 

Club Aluminum Products. /nstitutironal 
Colgate-Palmolive-Peet Co., Super Suds 
Colura Feminine Fashions, Lingerie 
Coty, Inc., Cosmetics 

Cresta Blanca Wine Co., Du Bonnet 


Sig Dawer & Co., Compacts 

Decca Records, Inc. 

Defoe Shipbuilding Co.. /nstitutional 
Wm. De Muth & Co., Pipes 

Alfred Dunhill of London, Inc., Lighters 


The Estate Stove Co., Ranges 


Florida Citrus Commission 

Ford Motor Co., Ford, Lincoln 
Florists Telegraph Delivery Ass’n. 
S. M. Frank & Co., Pipes 


Galvin Mfg. Co., Motorola Radio 

Gebhardt Chili Powder Co. 

General Motors Corp., Customer Re- 
search 

Gen'l Motors Corp.. GMC Truck & 
Coach Div. 

Glaser, Crandell Co., Derby Sauce 

Mary T. Goldman Co., Hair Coloring 

Goodall! Co., Men’s Wear 

H. W. Gossard Co., Corsets 

Guardian Chem. Co.. Sanitary Supplies 


Hamilton Watch Co., Watches 

Harvel Watch Co.. Watches 

H. J. Heinz Co.. Food Products 

Hurley Machine Div., Elec. Household 
Utilities Corp.. Thor Washer 


lodent Chemical Co., Dentifrices 


S. C. Johnson & Son, Inc., Glo-Coat 
Andrew Jergens Co., Woodbury Cos- 
netics 


Kabo Corset Co.. Corsets 
Kaye-Meyers Co. 

Kirsten Pipe Co., Pipes 
Knickerbocker Publishing Co. 


Jacques Kreisler Mfg. Corp., Jewelry 


Krovhler Mfg. Co., Furniture 


LaLonde, Hair Dressing Accessories 
Lehman Company of America, Furniture 
Thos. Leeming & Co., Inc., Ben Gay 
Lewis Hotel Training School 

Life Savers Corp., Candy 

Thomas J. Lipton, Inc. 

Luxor, Ltd., Cosmetics 


Magazine Institute. Educational 

McKesson & Robbins, Inc., Padre Wines 

Miles Laboratories, Inc., One-A-Day Vi- 
famins | ‘ 

Modern Medicines Co., Suljo-Caine 

Ford Muhlens, Inc., Perfume 

The Murine Co., Murine 


National Confectioners Ass’n. 

Newspaper Inst. of America, Educa- 
tional 

North American Accident Insurance Co. 


Nu-Dyne Co., Dr. Fisk’s Plan 
Owens Staple-Tied Brush Co., Tooth 


Brushes 


Parker Pen Co., Fountain Pens 
Party Peach Co., Brassieres 
Pepsodent Div., Lever Brothers 
Philharmonic Radio Corp., Radios 
Porter Steel Specialties, Sweepers 
Portis Bros. Hat Co., Men’s Hats 
Prince Gardner Co., Billfolds 


Schenley Distillers Corp., Roma Wines 

M. C. Schrank Co., Women’s Wear 

Shepherd Knitwear Co., Inc., Sweaters 

Somerset Importers, Alta Wines 

Southland Coffee Co., Bailey’s Supreme 

Spiegal Brothers, Ties 

Standard Feed Milling Co., Stock Feed 

Sterling Drug, Inc., Bayer Aspirin 

Sterling Drug Co., Inc., Campho-Phe- 
nique 

Sterling Drug, Inc., Dr. Caldwell’s 

Sterling Drug, Inc., Dr. Lyons 

Sterling Drug. Inc., Phillips Milk of 
Magnesia 

Studebaker, Corp., /nstitutional 

Styleform Foundation, Brassieres 

Swift & Co., Vigoro 


Tampax, Inc. 

Thrif-Tee Washer Co., Washers 
Triumph Explosives, Inc., Batteries 
Tyrrell Hygienic Inst., Medicinal 


United States Trunk Co., Luggage 
U.S. School of Music, Educational 


The Wadsworth Watch Case Co., Com- 


pacts 
White’s Bargain Book Co., Books 
The Wander Co., Ovaltine 
J. R. Wood & Son, Jewelry 


Youth Form Co., Slips 


The new, roto-printed Atlanta Journal Sunday Magazine, with 4-color, duo- 
tone, monotone availability, has been in publication since January 7. In 
addition to national copy for 1945, as listed above, 9,000 lines retail copy 


per week are under 1945 contract 


largest in the South 


Sunday Journal circulation is 249,706, 
Magazine sales representatives are the Sawyer-Fer- 


guson-Walker Company and The Metropolitan Group 


The Atlanta Journal 


Covers Dixie Like the Dew 


N38 


Wright Announces 
New Cyclone ‘7’ 


in 59 Newspapers 


Paterson, N. J., March 22.—In- 
sertions of 600 and 1,000 lines in 
55 newspapers in 31 U. S. cities 
and in four Canadian papers in 
Montreal and Ottawa have been 
scheduled to announce the Wright 
Cyclone “7” engine “introduced so 
short-range aircraft of new and 
greater passenger and cargo-car- 
rying ability can be designed to 
operate at substantially lower 
cost.” 

The ads are signed by Wright 
Aeronautical Corporation, divi- 
sion of Curtiss-Wright Corpora- 
tion, Paterson, and Canadian- 
Wright Ltd., Montreal. 

In bold print, copy explains that 
the 7-cylinder, 700-horsepower en- 
gine has been designed “to use 
low-octane gasoline and reduce 
fuel costs, to offer lowest cooling 
requirements of any Wright Cy- 
clone engine in history, and to 
provide inter-changeability of 
parts with other Wright Cyclone 


engines of greater horsepower. 


Pen 


" 
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permitting reduced stock p 
spare parts. .. and increas 
of tools.” The ad, schedy) b 
Wright’s agency, McCann- “cee 
son, New York, points to ¢; «,. 
gine as “a basic contribut 
aircraft manufacturers nov ge 
signing military planes” a ; to 
“manufacturers who will « sj - 
short-range planes.” _ 
_In a review of wartime p due. 
tion presented in connectio) with 
G. W. Vaughan’s 10th anniv. « 
as Curtiss-Wright presiden the 
company announced this wee, 
that it has made airframe 
gines, or propellers for mor: than 
100,000 aircraft during th« war 
and that products of one or mmo. 
of the company’s divisions have 
figured in about 75 types air- 
craft used in the war. 


To Ivey & Ellington 


Ivey & Ellington, Philadeiphi, 
has been appointed advertising 
counsel for Marcalus Mfg. Com. 
pany, maker of Kitchen Charm 
Wax paper and Marcal paper nap- 
kins. A campaign stressing paper 
conservation is being released to 
newspaper in urban markets and 


. .|to grocery publications. 
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50,000 WATTS + CLEAR CHANNEL + 640 KILOCYCLE 


EDWARD C. PETRY AND COMPANY, INC., NATIONAL REPRESENTA YE5 
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Adve 
“SE vlight’ Train —_|*i%cr,, wisn, contains so. much | Wilder Opens Office Saunders Appointed —_— pice, Succeeding Mr. Trott is 
3 of Da y g preg ogy niet ype pth a wri Edwin Wilder, former publicity| Western Air Lines, Los Angeles, ‘the dupiny advertising staff of the 
use ; All Cities regener set y t ™ director of the Redwood Empire | has formed a public relations de- | washington Post. 
. by Plugs it passes that most passengers | 4 --ociation, San Francisco, has | partment under the direction of 
ck ‘ Mil R making the trip for the first time | Qnened his own public relations George P. Saunders. Mr. Saunders | 
en. Mon 70 le Aun are amazed. The important char- | office in the Hearst building, San | has served as public relations of- | 
1 to ngeles, March 20.—One of | @¢teristics: of each of the 35/Francisco. He will specialize in|ficer of the Aircraft Production | 
de- os advertised and most suc- |COmmunities on the route are de-| promotional activities for non-| Board and the WPB aircraft di- | 
1 to he trains in America is the | scribed, and the time-table is so | profit events. vision in Washington since 1943. 
_ eyiiz t, operated between Los are fae ag ° peas ~ semprsteyaiatinas se , 
: \nvel-s and San Francisco by the | take a traffic expert to decipher it. | , P | ; 
duc. we rn Pacific Company. With The Daylight is featured_ in U i) News Moves Trott Transferred at 
with moder: design and expert show-/|much of the advertising of the United States News Publishing C. Merritt Trott, account execu- | THE LETTER SHOP, one. 
“— sansnp, this train which daily |Southern Pacific, which is pre- |Company has moved to new quar- |tive with Courtland D. Ferguson, | | 431 8. Dearborn st., Chicago 5, IMinois 
& overs the 470-mile journey be-| pared and placed by Foote, Cone|ters at 24th and N Sts., N. W.,|Inc., Washington, has been named 
— tween the two most important] & Belding. Washington. manager of the agency’s Baltimore 
) Pr ities on the coast in less than 10 ) 
aa hours, plays an important role not 
aa nly in building passenger rev- 
ae enues, but public acceptance and 
| ave Oe ood will as well. 
-" * The Daylight is streamlined, and 
the lightweight, air-conditioned 
coaches are little below Pullman 
standards. All seats are reserved, 
elphi and the popularity of the service 
«Phila, HM i. indicated by the fact that each 7 
TASINg Bain is regularly sold out, even zi 7 
Chae yithout the addition of the heavy r . 
. pes traffic induced by the war. The ail 
na D- train usually consists of 20 cars, 
Rh es neluding three in the center of 
ts ang a tne train used for the kitchen and ee 
two coffee shops (not diners). ~ 
The stewards in charge of each Z 


ar are smartly uniformed, and 
provide the equivalent of Pullman 
service. They take charge of all 
beggage, and passengers have no 
concern with it until it is delivered 
to them on the platform on arrival 
at destination. Spaces built in at 
each end of the coach enable bag- 
gage to be stowed compactly, with- 
out interfering with aisle space. 


Squawky Tells All 
A passenger agent is aboard, 


Ww ind uses the loud speaker system 
with which the entire train is 
equipped to keep passengers in- 
formed of prospective stops, scenic 
A beauties along the way and other 
information such as telegrams re- 
eived for passengers. On emer- 
gencies doctors are located for the 
treatment of those in need. In ad- 
lition the passenger agent broad- 
asts in the best radio manner 
any of the road’s public relations 
messages, including its present 
need for additional workers. When 
the passenger agent is not using 
NES! the public address system, it is 
used for the transmission of radio 
rograms. 
Every passenger receives a 


oe SOUR. «6 
wyo; ° DAKOTA 


How to greet G.I. Joe 
coming back to his 


lowAe 2 


Yes, the great inland empire production MO 
served by the Mid-States Group, records, both farm and 

includes 16 wholesale centers factory. What a market! 

(pop. over 25,000) and 80 retail 
centers (pop. over 5,000). 


Yours in one package through 
the Mid-States Group—at group- 

Here, more than _ 6,000,000 rates as low as $72 for a day- 
people are spending the income time quarter-hour on three great 
earned through outstanding war- radio stations. What a buy!! 


What's the simplest, most spontaneous way 
‘0 say “hello” advertising-wise to G.I. Joe 
when he resumes his interest in Btu's and 
kilowaris as chief engineer, power super- | 
intendent, or maintenance engineer at Every- 
body's Machine Company? 


On-the-job chats with these men by 


POWER PLANT ENGINEERING’S field 


3 Staff Suseest that power equipment adver- 

4 “sing k to its knitting—help Joe get ee 

g back in «he swing of things by answering seagate i 

, such q\ stions as: what’s new, where and , ae 

. how do use it, what will it save us, where ox 
do | RE ? | pax ‘ ay 

Writ. ‘or our latest field bulletin. It de- . a = 

‘ctibes ower problems of your customers; | — ba 
Points| . way to resultful 5A9 


POStW 


Sf 


ivertising. 


CEDAR RAPIDS 
WATERLOO 


SIOUX CITY DES MOINES 
YANKTON 


5 6 
GEARED FOR RESULTS 


ESENTED BY THE KATZ AGENCY | 
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Tests Canned Halibut 


Libby, McNeill & Libby has be- 
gun a newspaper test in Chicago 
for its new ready-to-serve canned 
halibut. The first processor to 
can halibut, Libby has supplied it 
in cans to the armed forces for 
about a year. Only a limited pack 
will be available to consumers 
for the duration of the war. 
J. Walter Thompson Company is 
the agency. 


WAR MANUAL 
and CATALOG 
ILLUSTRATING 


A LARGE EXPERIENCED STAFF 
COMMERCIAL ILLUSTRATORS 


INCORPORATED 
549 W. Randolph St., Chicago 
Ask for A.R.HANSON ¢ RAN, 8908 


1] Enter Net Radio 
Since War Began, 
53 Still on Air 


BY DORIS LAWTON 


New York, March 21.— Since 
Pearl Harbor, 39 months ago, 74 
advertisers, who had never before 
used national network programs, 
entered that medium, and to date 
53 of these are still on the air, 
the majority using the full roster 
of stations on the network selected. 

In several cases, these advertis- 
ers used regional network series, 
and after testing their programs 
on this basis, expanded to full net- 


Blue attracted most new advertis- 
ers, with a total of 29. Mutual was 
second with 27, NBC third with 18 
and CBS fourth with 13. The dis- 
crepancy between the individual 
totals and the over-all total of 
74 advertisers is accounted for 
through the shift by at least 12 of 
the sponsors from one network to 
another, with each net reporting 
its own total despite the overlap. 


New Classifications Shown 


Breaking down the list, more 
advertisers fit into the food-food 
beverage classification, with candy, 
chewing gum and soft drink ac- 
counts being in the majority. Next 
largest category is the drugs-toi- 
letries group, and the third larg- 


est the industrial group, which for 
‘the most part had no products to 
| promote, but wished to use net- 
|}work radio on an_ institutional 
| basis. Among these are Allegheny- 
{Ludlum Steel, Aluminum Com- 


work schedules. In addition three | pany of America and American 


advertisers never before using net- 
work radio are starting programs 


| Cyanamid Company. 
Two aircraft companies—Lock- 


this month, including Leaf Gum |heed and Boots—tried net shows, 
Company on NBC, and Seven-Up }but have since discontinued them, 
Company and Textron, Inc., start- | while two railroads, both of whith 


ing programs on MBS. 


are still on Mutual, launched pro- 


Of the four major networks, the! grams of national appeal, Chesa+ 


peake & Ohio with “Let’s Face the 
Issue,” a forum, and Union Pacific 
with “Young America.” 

Only two tobacco companies 
tested radio for the first time, 
Benson & Hedges using Paul 
Schubert’s commentaries on Mu- 
tual for a little over a year, and 
Mail Pouch Tobacco continuing 
sponsorship to date on the Blue of 
the “Counterspy” adventure series. 

Probably as a result of the civil- 
ian shortage of hard liquor, four 
wine companies and one brewer 
decided to enter radio. All but 
Dubonnet Corporation have con- 
tinued on the air, and Falstaff 
Brewing is still sponsoring on the 
Blue a thrice weekly quarter-hour 
entitled “The Falstaff Show.” 


Publishers Active 


Curtis Publishing Company, 
which had heretofore used spot 
radio to promote current issues of 
The Saturday Evening Post, signed 
the full Blue network in February, 
‘11944, for a weekly show, “The Lis- 
tening Post,” which it still spon- 
sors. The Blue’s “Town Hall 
Meeting of the Air,” sustaining for 
a nine-year period, was signed in 
the spring of 1944 by Reader’s 
Digest. Esquire, Inc., after en- 
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ACKNOWLEDGED AS LEADER IN THE DEALER FIELD BY MANUFACTURERS OF BUILDING MATERIAL 


*BUILDING SUPPLY NEWS 
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SN*‘is 


AMONG LUMBER AND 


BUILDING MATERIAL 
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IN CIRCU 


ADVERTISING VOLUME 
EDITORIAL INFLUENCE 
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§9 East Van Buren Street 


MacDonald Lumber Co., Eugene, Ore., an aggres: | 
sive merchandiser with a versatile line of sup- 7 
plies, is one of 12,000 subscribers who find BSN [7 
invaluable in conducting everyday business. In 9 
[mm addition to the 12,000 dealer-subscribers, BSN is 
Sm passed on and read by 32,000 other sales and 
ty 7 office personnel of these yards. 
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Advertising Age, March 2: 1945 


tering net radio on Mutual , jg, 
for Coronet magazine, has i 
to the Blue with a six-time ee), 
five-minute program dran tizing 
articles from current issu ; 

Jewelry manufacturers—: gro), 
never before “radio-con oy: 
came into the network cty;, 
during the last 39 mont! Al. 
though no new watches ar: : 
made for civilian sale, fou 
watch companies took n: two, 
shows—Harvel, Helbros, arker 
and Waltham, the latter be ' 
only one to discontinue radi» afte, 
a four-month sponsorship 0! com. 
mentaries by Sumner Wellies 5, 
Mutual. 

Following is a list of the 77 ag. 
vertisers new to network 
since Jan. 1, 1942, including th, 
three who are currently beginnin; 
new shows (marked by a dagger) 
Those still on the air are starreq 


Advertisers Using Network Raji, 
for First Time 


January 1, 1942-March 15, 1945 
Aircraft-Accessories 
Boots Aircraft Nut Corp. (MBs) 
Lockheed Aircraft Corp. (CBS-Blye) 


Amusements 


Loew’s Inc. (MGM) (Blue, MBs) 
RKO Pictures (Blue) 


Drugs-Toliletries 

*John H. Breck Co. (Blue) 

*Conti Products (MBS) 

*Knox Co. (Cystex) (MBS) 

*G. W. Luft Co. (MBS, Blue) 

*Maryland. Pharmaceutical (MRs. 
CBS) 

*Prince Matchabelli (CBS-NBC) 

Revion Products (Blue) 

San-Nap-Pak Mfg. Co. (NBC) 

*Sales Builders, Inc. (Max Factor) 
(CBS) 


Food-Food Beverages 


*American Bakeries (NBC) 
*American Dairy Association (NBC 
*American Meat Institute (Blue) 
*E. J. Brach & Sons (MBS) 
*Bunte Brothers (NBC) 
*Chef-Boy-Ardee (MBS, Blue) 
*Council on Candy (NBC) 

*Dr. Pepper Bottling Co. (Blue) 
*Duffy-Mott Company (MBS) 
*Gum Laboratories (Blue, MBS) 
International Salt Co. (NBC) 
*Jacques Mfg. Co. (NBC) 

jLeaf Gum Company (NBC) 
Schutter Candy Co. (CBS, NBC) 
7Seven-Up Co. (MBS) 

Skinner & Eddy (Blue) 


Post Office Receipts 


In Tulsa Increased 


19.62% 


MALL i} 
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December December 
1944 1943 


In the Tulsa Area 
OKLAHOMA'S 
NO. 1 MARKET 


plus rich bonus counties in 
Kansas, Missouri & Arkansas 
is 
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1945 


VBS) 
S-Blue) 


MBS) 


(MBs. 


Adv 


4. E Staley Mfg. Co. (Blue) 
estok: |y Brothers (Blue, MBS) 
Hous: Vrurnishings 
sanc’ r-Hocking Glass Co. (CBS) 
*chat am Mfg. Company (Blue) 
Eng .nder Company (CBS) 
*Sou rn Spring Bed Co. (NBC) 
Findus lal-Chemical 
sAlles 1eny-Ludlum Steel (MBS) 
¢Alum ‘num Co. of America (NBC) 
*American Cyanamid Co. (Blue) 
*Hast ngs Mfg. Company (Blue) 
Nort.ern Pump Company (NBC) 
*Reich nold Chemical, Inc. (MBS) 
Jeweiry 
*Har\cy Watch Co. (Blue) 
*Hell.os Watch Co. (MBS) 
*Par r Watch Co. (NBC) 
Waltham Watch Co. (MBS) 


plastics-Clothing 


*Botany Worsted Mills (Blue) 
*Celanese Corp. (CBS) 
*Formfit Company (MBS) 


Gotham Silk Hosiery Co. (MBS) 

‘Frank H. Lee Co. (MBS) 

‘Miss Swank, Inc. (MBS) 

+Textron, Inc. (MBS) 

Publications 

‘Curtis Publishing Co, (Satevepost) 
(Blue) 

‘Esquire, Inc. (Coronet) (MBS, Blue) 

*Reader’s Digest Assn. (Blue) 

Radios-Equipment 


*Admiral Corp. (CBS) 
Dictograph Sales (Acousticon divi- 


sion) (Blue) 
*Electric Auto-Lite Co. (NBC) 
‘Electric Companies (CBS) 
‘Electrical Research Laboratories 
(NBC) 


‘Raytheon Mfg. Co. (Blue) 


Tobacco 
Benson & Hedges (MBS) 


*Mail Pouch Tobacco Co. (Blue) 


Travel-Transportation 


‘Chesapeake & Ohio Railroad (NBC, 
MBS) 
‘nion Pacific Railroad (MBS) 


Wines-Liquor 


‘Cresta Blanca Wine Co. (CBS) 
Dubonnet Corp. (Blue, MBS) 
‘Falstaff Brewing Co. (Blue) 
*Petri Wine Co. (MBS) 

*Roma Wine Co, (CBS) 
Miscellaneous 

W. Atlee Burpee Co. (CBS) 


*National Board of Fire Underwrit- 
ers (Blue) 

*O’Cedar Corp. (Blue) 

O'Sullivan Rubber Co. (Blue) 


tising Age, March 26, 1945 


of these prominent 
Canadians say: 


MACLEAN’S 


Recently an independent research 
organization mace a survey of a 
group of men and women listed 
in the 1943-44 “‘Who’s Who in 
snada.””’ These Canadians were 
asked “What do you consider the 
most important magazine in Can- 
ace today?” Maclean’s Magazine 
received far more votes than all 
cer magazines combined. 


1S et bh 


Scripto Mfg. Co. (Blue) 
A. G. Spalding & Bros. (NBC) 
Wilson Sporting Goods (MBS, Blue) 


*Still on the air. 
TStart in March. 


Record Armstrong Sales 


A sales volume for 1944 of $124,- 
566,258, for Armstrong Cork Com- 
pany, Lancaster, Pa., highest in its 
85-year history, was disclosed by 
H. W. Prentis Jr., president, in his 
annual statement to stockholders. 
Sales in 1943 amounted to $111,- 
646,983. On the basis of contracts 


now held, he said, it appears that 
sales of the munitions division may 
be even greater in 1945, Net earn- 
ings amounted to $4,218,998, com- 
pared to $3,667,026 in 1943. 


‘News’ Buys WBYN 


Evening News Publishing Com- 
pany, Newark, publisher of the 
Newark Evening News, has pur- 
chased controlling interest § in 
WBYN, Brooklyn, currently owned 
by WBYN Brooklyn, Inc., subject 
to FCC approval. The station op- 
erates on 1430 kce., 1000 watts 
local sunset, 500 watts night, but 


may increase its power and be 
moved to Newark after wartime 
freezes are lifted. 


Spiegel Adds Store 


Spiegel, Inc., Chicago mail order 
house, has acquired the Harbour- 
Longmire Company, Oklahoma 
City home furnishing store, as an- 
other in the chain of retail stores 
it is opening over the country. 


To Vickers & Benson 


Dominion Electrohome 
tries, Kitchener, Ont., 


Indus- 
manufac- 
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turer of Deilcraft furniture, radios 
and electrical appliances, has ap- 
pointed Vickers & Benson Ltd., 
Toronto and Montreal, to direct its 
advertising. 


ADDRESSING 
FILL-IN 


J 
John a McElwain & €o. 
A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
DEARBORN ST. CHICAGO 


607 ‘S. 


MENTIONS | 


CLEAN’S ... 


jNo' Time 4.5%; Reader's Digest 2.5%; Life 
aa tune 0.2%—The standings of these maga- 


* given in view of their mention in a report 
vey by Time Ine.) 


wish to thank these men and 
nen for expressing their high 
iion of Maclean’s; and to give 
assurance that we will con- 
'e our conscientious effort to 
ill the trust that has been 
ed in us as Canada’s most 
vortant magazine. 


rk Chicago Montreal London (Eng.) 


647%. 
Yther Magazines 36% 


| 
| 


trips. No wonder Quaker State Oil “staked 
out a rich claim” in Poultry Tribune 7 years 


ago and has worked it profitably every 


year since. 


has advertised 


The Poultry Farm Market is doubly attractive. 
Here you find the most highly mechanized 


operations plus more frequent marketing 


for the past 7 years 


UAKER STATE 


in POULTRY TRIBUNE 


... You can’t afford to leave a “Two Billion 
Dollar Hole” in your Farm Magazine Schedule. 
.. « 1943 gross farm income from Poultry and 


i 
7 
be 
( 
dp 
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Your FARM Magazine List is Not Not Complete without POULTRY TRIBUNE 


Eggs was $2,867,000,000 (source U. S. D. A.). 


To Cover the Most Responsive Section a 


of the Farm Market 


USE... 


Member: AGRICULTURAL PUBLISHERS’ ASSOCIATION * AUDIT BUREAU OF CIRCULATIONS 


HOME OFFICE: Mount Morris, tl. 


* Representatives—New York: Billingslea and Ficke—Chicago: J. C. Billingslea Co. 
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Florence Stove 
Starts Campaign 


Florence Stove Company, Gard- 
ner, Mass., is launching an ex- 
panded campaign plugging Flor- 
ence ranges and heaters. Ads will 
appear in American Home, Farm 
Journal and Good Housekeeping. 
Sunday supplements in 28 major 
markets will be used in addition 
to This Week Magazine and The 
American Weekly. 

Further advertising will be car- 
ried in 13 business papers to pro- 
mote the copy theme, ‘Meet 
Florence.’ Ruthrauff & Ryan, New 
York, is the agency. 


Bussman Promoted 

A. G. Bussmann, former assist- 
ant to the president of Wickwire 
Spencer Steel Company, New 
York, has been elected vice-presi- 
dent in charge of sales. 


“Flying Flora’ 
Promise Profits 
for Mission, Inc. 


Los Angeles, March 20.—Envis- 
aging southern California as the 
postwar “flower basket of the 
world,” Robert L. Smith, general 
manager of the Los Angeles Daily 
News, expects his mass merchan- 
dising of flowers to gross $500,000 
this year, with air freight ship- 
ment of the posies to come after 
the war. 

The newspaper executive’s novel 
merchandising venture was 
launched last August, Time re- 
ported in a “Flying Flora” tribute 
‘last week, when Manchester 
Boddy, publisher of the Daily 
News, offered to sell Smith some 
$250,000 worth of southern Cali- 
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Folks turn first to - 


- NEW ORLEANS 


PARTMENT OF LOYOLA UNIVERS! 


THE GREATEST SELLING POWER 
IN THE SOUTH'S GREATEST CITY 


50,060 Watts +*« Clear Channel « CBS Affiliate 


Represented Nationally by The Katz Agency, Inc. 


| fornia farmland for a mere $25,- 


000. Boddy figured rightly that 
his general manager’s successful 
newspaper promotion schemes 
should suggest a few ways to mar- 
ket flowers from the publisher’s 
165-acre “wonder ranch” at La 
Canada, Cal. 

With William R. Powell, Daily 
News secretary-treasurer, assum- 
ing a third of the business deal, 
Smith set up Mission Nurseries, 
& Florists, Inc., bought out two 
flower wholesalers in Los Angeles, 
opened one retail shop and then a 
“salon” in the Wilshire Boulevard 
shopping district. 


Even a Memory Bureau 


Next, Time recounts, he took 
over 28,000 square feet of green- 
house and opened another store 
in San Gabriel, Cal., and gar- 
nered a four-and-one-half acre 
nursery plot in the San Fernando 
Valley. Building a staff of 65, in- 
cluding some ace horticulturists 


and floral designers, Smith added | BRITISH JOB—This new poster, signed 
such features as a “memory serv- by Lewitt-Him and produced for the 
ice bureau” to remind husbands British Ministry of Food, reminds the 
in time to remember their wed-| Public that shipping space is precious. 
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Advertising Age, March »; 
hit $350,000. 

Now Smith is talking 
dropping 5,000 pounds o; 
fornia sweet peas in on th 
don market 24 hours afte; ick. 
ing. He has already reach < the 
first air freight accord of j: 
with American Airlines , 
teeing daily postwar shipm 
Mission flowers to New Yo 


Columbia Pix Appoin's 
Sidney G. Alexander, wh) ha 
been handling cooperative . dyey. 
tising and national media {.» (. 
lumbia Pictures, New Yor: }, 
been appointed advertising map. 
ager. William J. McHale, pres. 
ently with Kayton-Spiero Com. 
pany, New York agency, wi!! re. 
join Columbia as copy chief oy 
April 2. He succeeds Lawrence 4 
Lipskin, who has been named as. 
sistant to the vice-president. 


Vogel Opens Office 
George Vogel, formerly jp 

charge of radio for the Institute o; 

Public Relations, has opened his 


ding anniversaries. The Mission, 


Inc., gross last December was/of flower 


own radio public relations office 


growing-wholesaling-|at 130 W. 42nd St., New York 


$53,000 and for the first full year | retailing, the gross is expected to| Telephone is Chickering 4-0129. 


M&F CIRCULATION CENSUS 


EXCLUSIVE PLAN WELCOMED 
BY ADVERTISERS SEEKING 
DETAILED COVERAGE FACTS 


The day is past when advertisers will accept the 
loose term “blanket coverage” as sufficient evi- 
dence of a publication’s worth. That’s why 
Mill & Factory’s unique Census of Circulation 
which details the Who — What — Where space 
dollars deliver in MILL & FACTORY has met 
with so much favor among industrial adver- 
tisers. The facts are all there, showing 


1—Total number of worthwhile indus- 
trial plants, 


2—Authoritative financial ratings of 


each, 
/ 


3—Names and positions of men in 
these plants who receive and read 
MILL & FACTORY regularly. 


This Circulation Census is made possible by 
the experience and cooperation of the 132 lead- 
ing Industrial Distributors in the areas analyzed. 
It is based on up-to-the-minute facts ferreted 
out by the 1200 salesmen of these distributors 
who are continually building and checking 
MILL & FACTORY ’s circulation. 


AN “EYE-OPENER” FOR SALES 
& AD MANAGERS 


Advertising and Sales Managers who have 
seen the Census praise it... they see it as made- 
to-order for the factual planning today, prepar- 
ing for the changes that must follow Victory. 
Every executive who wants to be sure his adver- 
tising dollars are delivering full value should 


see it. 


A SPACEBUYER'’S YARDSTICK 


The Tri-County region that 
comprises the busy St. Louis 
trading area is an example of how 
the MILL & FACTORY Circu- 
lation Census gets at the facts. 


Proved coverage of key men in all the important plants 
in this area makes MILL & FACTORY the number one 
publication to reach the men responsible for the big 
volume buying. 


PLANT RATING & COVERAGE TABLE 
ST. LOUIS TRADING AREA 


NO. OF PLANTS PLANTS RECEIVING 
RATINGS (branches, warehouses MILL & FACTORY 


omitted) 
AAA 98 98 
AA 26 26 
A 9 9 
B 41 41 
c 36 36 
others > 118 


MILL & FACTORY’s CIRCULATION 


.. covers all worthwhile plants in trading area 
.. reaches the men who can say YES and make it st! 2 


Write or call CONOVER-MAST CORPORATION, ° 
East 42nd St., New York 17; 333 No. Michigan A 
Chicago 1; Leader Building, Cleveland 14; Duncan 
Scott & Co., West Coast Representatives, Mills Build’ 
San Francisco 4; and Pershing Sq. Bidg., Los Angele: 
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Hess of Month’ 


Williams Joins Lelong | 
Fred Williams, previously retail | 


|advertising manager of Carson 
|Pirie Scott & Co., Chicago, has 
ick. been appointed director of sales of 


|Lucien Lelong, Inc., Chicago. J. C. 
|O’Brien has been named acting 


Campaign Mapped 
hy ( otton C oun cil | advertising manager of Carson’s. 


'DC&S Resigns Account 


ohis, March 22.—National | Doherty, Clifford & Shenfield, 
Council of America will|New York, has resigned the ac- 
a “Dress of the Month”|count of General Distillers, Bos- 
campaign in May issues of fashion|ton, manufacturer of Old St. 
magazines. The new series will| Croix rum. 

supplant a “Governor’s Lady” | 


Men 
Cotton 
junc! 


To Warwick & Legler 


|executive. 


Pes 
& 


Diadem to B&B Blakely to Brand Sales 


Badger & Browning, Inc., Boston | 


|ganization for Taylor-Reed prod- 
|ucts—Tumbo puddings and Cocoa 
S. B. Blakely, manager of the|Marsh—and also handles United 


agency, has been appointed by | Chicago office of National Battery | states distribution and sales for 
Diadem, Inc., Leominster, Mass.,;Company, has been appointed | povri] English beef extract. 

to handle advertising and mer-|manager of brand sales with of- | ‘ eae ; 
chandising for Grip-Tuth hair | fices at Toledo. 


retainers. —_—__— | CORN — HOGS — OATS — CHICKENS 


| Home Products Appoints 


| Raymond E. Gaylord, formerly 

Douglas J. Murphey has resigned | national manager of the Royal 
as supervisor of advertising of|division of Standard Brands, Inc., | 
Metropolitan Life Insurance Com- | New York, has joined Home Prod- | 
pany, New York, to join Warwick/ucts Sales Corporation, New| 
& Legler, New York, as account| York, as general sales manager. 
|Home Products is the selling or- 


wnmwrnwo 


CATTLE — SHEEP — HAY — WHEAT 


campaign, Which has run for two 
years. Harper’s Bazaar, Made- 
moiselle and Vogue are scheduled. 
Each month the council will 
publish a full-page advertisement 
featuring photographs of a de- 
signer and his or her cotton crea- 
tion. All copy in each insertion 
will be a quotation from the de- 
signer. 

About two and one-half months 
efore appearance of each ad ad- 
ertising directors of large stores 
featuring clothes by that designer 
will be offered advertising mate- 
rials for use in connection with 
129 ts publication. The materials 
vill include a 30x40-inch blowup 
f the ad for use as a display; 
smaller page-size proofs for the 
epartment where other clothes of 
the designer are sold, and photo- 
sraphs for store publicity and ad- 
vertising. 

First advertisement will feature 
Joseph Halpert and his “summer 
ersion of the indispensable good 
iress,” Gesigned for street wear. 
Other early participants will in- 
lude Rose Barrett and a cotton 
evening dress; Tina Leser, and a 
tton playsuit, and Emily Wil- 
‘ins, and her interpretation of a 
tton school dress. Herbert 
Rogers Company, Dallas, is agency 
n this campaign. 


} 


Bags Get a Play 


The council and the Textile | 
Bag Manufacturers Association is 
scheduling farm and home eco- 
nomics magazines in a campaign 
for cotton bags. A series to farm | 
women, who buy many of their | 
ommodities in cotton bags, will 
appear in Capper’s Farmer,| 
Country Gentleman, Farm Journal, 
Pathfinder, Poultry Tribune, Pro- 
gressive Farmer, Southern Agri- 
culturist and Successful Farming. 

To promote a cotton bag sewing | 
book, containing photographs of | 
more than 20 prize-winning ideas | 
submitted to the council in a con- | 
test last year, six advertisements | 
will be run in Forecast, the In- | 
structor and What’s New in Home 
Economics. A total of 955,831 re- 
quests was received for a similar 


There was a day when models in men’s wear 
ads looked like this sheik—a dude to the 
ladies but a dud in the eyes of most mer 


ADLER: ROCHESTER, 
Clothes 
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\PRERTELY PAELORED 


1944 cotton bag sewing book. 


To reach manufacturers pack- 
ing their products in cotton bags 
a campaign will run in Baker’s 
Helper, Bakers’ Weekly, Commer- 
cial Fertilizer, Feedstuffs, National 
Grocers’ Bulletin, Northwestern 
Miller, Progressive Grocer and 

7 Southwestern Miller. 


Mrs. Bruce to Ronalds 


Mrs. Graham Bruce, formerly PPAREL ADMEN have found out that most men The more-than-a-million men who read TIME are the 
7 the advertising department of like to wear what they see worn by men they ad- employers of more than 33,000,000 other Americans 
- Eaton Company, Montreal, ; . , ‘ ; ous ’ 3 oe : 
has joined Ronalds Advertising mire, respect, wish they were like. Most men imitate -they are the men in responsible, looked-up-to posi 
Agency ; ‘ Ls . , ‘ a 
9 AS tae aia. as an account the business and professional leaders of their commu- tions from coast to coast. And they are a tremendous 
—_ nities—the men at the top and the men on the way up— market for clothes—they buy four times as many suits 
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Today men’s wear models look like this—like 
typical business or professional men at 
work or at play or going about their affairs 


the kind of men you think of 
when you think of the readers of TIME. 


as the average man—and pay more for each suit. 
And so, when Time-reading men take up a style, start 
wearing new kinds of clothes that are more fun to buy 


and to wear—the rest of America tends to take up that 


same style, too. Best place to talk to these style setting 
men is in the magazine they say they like best—in Time.* 
| What You Make 
e than a Million Le 
Mor .¢ 
* More than 125 key groups of magazine readers vote “TIME 
is our first choice magazine.” Would you like to see the list? %; 
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House Wants Agencies to 
Charge for Services 

Washington, March 22.—Econ- 
omy minded Congressmen are tak- 
ing the position that government 
agencies provide entirely too many 
free services for which individual 
business men could be assessed if 
various departments had more 
sales “know how.” 

In reporting the sizable 1945-46 
budget for the Department of 
Commerce, the House appropria- 
tions committee went so far as to 
suggest that agencies ‘re-evaluate 


Ry STANLEY E. COHEN, Washington Editor 


the type of information that has 
been disseminated free of charge” 
witha view of collecting for their 
services instead of charging them 
off to general expense. 

Under the law, business firms 
are obligated to pay the actual 
cost for special studies conducted 
by government agencies for their 
benefit. House members believe, 
however, that a good deal of ma- 
terial is handed out to private 
firms without charge, although it 
may involve special research or 
study. 


Published Bi-monthly since 1936 


at Milwaukee, Wis. Devoted 


to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools and institutional buildings. 


The committee lamented a “‘tend- 
ency to supply statistical infor- 
mation to all requesting it, regard- 
less of the existence of opportuni- 
ties to sell such information.” 
Noting that “only information spe- 
cifically requested is being sold,” 
the committee recommended that 
the statistical gathering agencies 
re-evaluate the type of informa- 
tion that has been disseminated 
free of charge “with a view of 
charging the cost incidental there- 
to to the parties receiving the 
benefit rather than allocating it to 
the general cost of operating that 
agency.” 

tk * ok 


Railroad: In nothing flat after 
it had closed hearings on higher 
fourth class postage rates, the 
House post office committee turned 
down the appeals of the National 
Council of Business Mail Users 
and others, and issued a favorable 
report on the measure to make 
parcel post “self-sustaining” by 
adjusting rates to produce $15,- 
000,000 a year more. Then the 
committee sat down to the much 
more interesting (politically) job 
of splitting up the $117,000,000 
Post Office Department profit. 
Representatives of the powerful 


postal unions received a much 
more ardent welcome, you may be 
sure, than the Business Mail Users 
had at the earlier session. 

ok * ‘* 


Record: For more than two 
years now, Congress has required 
the Budget Bureau to clear all 
questionnaires issued by govern- 
ment agencies, on the theory that 
duplication and waste could be 
eliminated. Working with repre- 
sentatives of business, the Budget 
Bureau has attempted to simplify 
forms, eliminate duplication, and 
kill off unnecessary inquiries. For 
the calendar years 1943 and 1944, 
the Bureau acted on 15,347 forms 
from more than 100 agencies. It 
turned down 1,525, and hundreds 
of others were never issued be- 
cause officials knew they would 
not get by. 

* * 

Reconversion: Our best sources 
say that V-E Day plus six months 
now appears to be the time when 
consumer goods industries will be 
getting under way. They assume 
that V-E Day itself will not result 
in large cutbacks, but that the 
succeeding six months will see 
such large adjustments that pro- 
duction controls can eventually be 
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production executives. 


There’s no index to advertising value like reader interest — 
and nothing shows reader interest better than rapid con- 
aoe tinuous growth in paid subscriptions. 

INDUSTRIAL AVIATION has climbed to a paid cir- 
culation of over 10,000 in February—only 9 months after 
its first issue as an independent magazine. 

This is already a high altitude for specialized class circu- 
lation—and it is still climbing. Last month over 1500 new 
subscriptions! Yet only the titled personnel of aircraft, air- 
craft parts and engine manufacturers are accepted. These 
are highly specialized readers: designers, engineers, and 


If your future sales can benefit from immediate cultiva- 
‘tion of this highly technical readership, there is no other 
place to buy it without waste. Take the tip given by a phe- 
nomenal rate of climb and—Call in an INDUSTRIAL AVIA- 
TION Representative. 


Circulated Monthly tol 5,000 Engineering-Executive Readers in Aviation 


lifted. WPB Chairman J. A. Ky, 
eagerly assured us last week tha 
reconversion planning is moving 


rapidly ahead, but even Mr 


j T. Krup's 
planning must be tentative yp; 
the armed forces know wht the, 


really need for the Pacific war 
K * * 


Preview: Bureau of 


. Agricul. 
tural Economics experts, working 
with the Texas Agricultura! fy: 
periment Station, have produces 


a 52-page study of postwar fay, 
prospects based on these assump. 
tions: National income five yea. 
after the war would be $150.09. 
000,000; there will be 58,000.99 
jobs for a labor force of 60,000 qq 
and an estimated total populatig, 
of 144,000,000. Of the jobs 47,599. 
000 will be in non-agricultyrg) 
work; 8,000,000 in agriculture an, 
2,500,000 in the armed force 
Farm jobs would be down 800,09 
below 1943 as a result of tech. 
nological improvements. Farm 
prices would be at 82.5% of 1943 
non-farm prices slightly highe; 
Farm income from marketing 
would be $17,000,000,000, com. 
pared with $19,200,000,000 in 1943 
while net income would fal] + 
$9,300,000,000 compared with $11. 
400,000,000 in 1943. 


* * * 


Forewarned: The midnight cur- 
few gets the headlines, but the 
convention ban has brought head- 
aches to the administration, too, 
particularly from church and po- 
litical groups. Restrictions have 
been considerably relaxed fo; 
church legislative meetings ani 
ecclesiastical ceremonies, and fo 
political nominating conventions 
but the churches and_ political 
parties have been warned that 
there will be no permits for auxil. 
iary groups, such as laymen’s con- 
ventions and youth groups. 

ok * * 


Prosperity: Two of the Depart- 
ment of Commerce publications— 
Domestic Commerce and Survey of 
Current Business—are running at 
a profit, according to government 
bookkeeping, while a third, For- 
eign Commerce Weekly, eats the 
profit up. With an income of $10,- 
000 from 10,000 paid subscribers, 
Domestic Commerce costs $8,50( 
to produce while Survey of Cur- 
rent Business has an $18,000 in- 
come from 5,000 paid subscribers 
and costs $10,000. Foreign Com- 
merce Weekly, described by Rep 
Robert F. Jones—who calls him- 
self a critic of government publi- 
cations—as “the best magazine | 
have ever read on business,” has 
a $30,000 income, but costs $45,000 
to produce. 

of * 

Addenda: The grade labeling 
spotlight here is moving to the 
Bureau of Standards. According t 
those who are watching the situa- 
tion, a movement is afoot to have 
the Bureau of Standards “certify 
products. Having obtained govern- 
ment certification, it is pointed 
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but all are here ready to se! 
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bill, FTC has gone ahead and 


0 th 
oo brand could claim that his 


ro was as good as the na- 
9 advertised brands. . . Ben- 
Cancell, assistant "to the 
ce of the St. Regis paper 
, has been appointed di- 
or = the WPB forest products 
pureall . Tom Olson, president 
and } anager of KGY, Olympia, 
Wash., is coming here to help Eu- 
gene Carr in the radio section of 
the Treasury war finance divi- 
sion. . . When a press association 
reporter called to check the rumor 
that WPB Information Chief Bruce 
Catton was leaving, he found a 
new rug and magazines in Cat- 
ton’s office. “Look’s like an adver- 
tising man is coming in,” said the 


rier. 
pepo * * * 


Project: The trade association 
ynit of the Bureau of Foreign and 
Domestic Commerce is getting to- 
gether a “Chartbook of Southern 
Industry,” containing charts sum- 
marizit ng basic economic data for 
15 southern states. It will be used 
by the Southern States Industrial 
Council in a campaign to encour- 
age diversified crops, more manu- 
facturing and foreign trade in the 
south. Movement: A dozen im- 
portant book publishers have 
banded together in “The United 
States International Book Associa- 
tion,’ a Webb Act export group, 
registered with the FTC. By reg- 
istering, they are able to work to- 
gether in selling abroad. 

Sale: It is possible to win a 
decision in a case before the FTC, 
though of course you can’t recover 
costs. Bissell Carpet Sweeper 
Company has convinced the com- 
mission that its discount schedules 
actually reflect different service 
costs to different classes of pur- 
chasers, and has been cleared of 
an unfair trade practice complaint. 
Recently the commission turned 
acold ear to similar explanations 
fom Morton Salt and National 
Biscuit. It has yet to hear the 
defense for Stetson hat discounts. 

oe * ok 


Labels: Reece bill or no Reece 


taken stipulations from two more 
firms to use “warning” labels, or 
print warnings in their advertis- 
ing. One is for a hair dye, and 
my other is a pottery cooking uten- 

il, allegedly dangerous because of 
lead and other ingredients of the 
glaze. Proposal: With book 
natches becoming a rarity, WPB 
is considering a restriction setting 


EVERY WEEKDAY 
IN THE YEAR 


271,715 
MICHIGAN AND 
INDIANA 


families eagerly await the arrival 
of their LEAGUE OF HOME 
DAILIES newspaper. 


The 26 newspaper members of the 


MICHIGAN LEAGUE OF 
HOME DAILIES 


_ e 26 newspaper members of 
e 


INDIANA LEAGUE OF 
HOME DAILIES 


matches. 


Fact: WPB has another dire pre- 
diction about a continuing shortage | March, April and May so that/| 
of radio tubes, this time based on|Henry Kaiser’s United Nations 
a prospective production rate of|Clothing Collection will have first 
only 1,500,000 monthly for civili-| crack at used clothing, shoes and 
ans. Appointment: Treasury, which | bedding. UNNRA is asking 150,- 
is about to solicit presentations for | 000,000 pounds of these in April 
an advertising agency, has put its|for liberated Europe.  Stabiliza- 
surplus property disposal in the; tion: Here’s a good argument for 
hands of A. U. Fox, formerly a| price control: more than 70% of 
managing partner of Swan, Cul-|new investments by insurance 


manufacturer of an un-|up quotas for advertising book|bertson and Fritz, commodity and 
It may also stop the sale|security broker in the Far East. 
of monogrammed and other nov- Green Light: The President’s 
elty book matches by stationers, to} War Relief Board has told more 
avoid hoarding. than 80 organizations that they | 
must hold up their work during | automobiles from the national pool. 


companies in 1944 were in gov- cards, trade and medical adver- 
ernment securities, we are told by|tising will be used. Perfumeria 
the Institute of Life Insurance. Habana, Havana, Cuba, toilet 

Out: Salesmen have been deleted | soo9ds. has placed its advertising 
from those eligible for unused 1942 er the pnt Havana office. ’ 


The list had to be trimmed sharply 
when stocks fell to 10,000, less 
than a good prewar day’s sales. 


SIMPSON-REILESE Le. 
Publishers Representatives” 
SINCE *) 1928 


Two Appoint McCann 
Tampax, Inc., New York, has 
appointed McCann-Erickson, Inc., 
Brazil, to handle its advertising 
for an introductory campaign in 
that country. Magazine, counter 


SAN FRANCISCO _ LOS ANGELES. 
RUSS BLDG. GARFIELD BLDG; 


cover your PROFIT MARKETS in 
doth states at reasonable advertis- 
19 costs—only $5,745.00 for a_ 
3,009 line schedule in every paper. 


F, 


information phone or write 


HEERER & CO. 


ANS New York 17, 
ac 41 Lexington Ave. 


Mener of the American Association 


' Newspaper Representatives 


50% OF THE SALES ARE 
MADE OUTSIDE* 


on the Pacific Coast, too! 


If you think nylons are hard to get, try getting complete radio 
coverage on the Pacific Coast without Don Lee. It can’t be 
done—for while all 4 networks cover the“inside market, only 
Don Lee completely covers the“‘outside market” (where half 
the retail sales are made). 

Most markets on the Pacific Coast are surrounded by moun- 
tains 5,000 to 15,000 feet high and the long-range broadcasting 
of other networks doesn’t work. Don Lee, however, with 38 
local stations, broadcasts from within each of these mountain- 


surrounded markets. 


The Nations Greatest Regional Network 


“Half of all the retail sales on the Pacific Coast are 
made OUTSIDE the counties in which Los Angeles, 
San Francisco, San Diego, Oakland, Portland, Seattle 
and Spokane are located 


A special Hooper coincidental telephone survey of 276,019 
calls (largest ever made on the Pacific Coast) showed 60 to 
100% of “outside” listeners tuned to Don Lee stations. 

How about “inside coverage?” According to regular Hooper 
reports, during the past year all of the shows that switched 
from any of the other 3 networks to Don Lee received higher 
Hooper ratings within 13 weeks! 

You'll have to wait for nylons— but you don’t have to wait 
for complete Pacific Coast radio coverage. Buy Don Lee, the 


only network that delivers both markets of the Pacific Coast! 


THOMAS S. LEE, President 
LEWIS ALLEN WEISS, Vice-Pres.& Gen. Mer 
$515 MELROSE AVE., HOLLYWOOD 38,CAL 


Represented Nationally by John Blair & Co 
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Hold Wringer Roll Ads 


Advertising on a recently an- 
nounced white replacement and on 
service wringer rolls for washing 
machines will not be launched 
until the fall, reports Goodyear 
Tire & Rubber Company, Akron, 
through its advertising agency, 
Arthur Kudner, Inc., New York. 
The new wringer rolls are being 
produced in all standard sizes with 


steel shafts long enough so that | 


blank rolls can be cut to fit all 
washing machines, and are being 
distributed on a nationwide basis 


through R & S Company, Mil- 
waukee. 
Briggs Named V.P. 

William B. Briggs has been) 


elected vice-president in charge of 
traffic of Northeast Airlines 
Boston. He has represented the 


company in making preparations 
for opening its Boston-New York 
route this spring. 


in | 


t 


Tyro Advertiser, 


Sans Agency Help, 
Wins ABP Award 


San Leandro, Cal., March 22.— 
Nelson Specialty Welding Equip- 
ment Corporation, here, which last 
week received first award in Di- 
vision 1, (advertising in equip- 
ment and supplies) in the third 
annual business paper advertising 
competition of Associated Business 
Papers (AA, March 19), is both a 
new advertiser and a relatively 
new firm. 

Furthermore, Nelson’s campaign 
was worked out under Joseph A. 
Kennedy, advertising manager, 
without employing an advertising 
agency. Travel conditions pre- 


GIBBONS 


ADVERTISING 
200 BAY STREET 


WINNIPEG, 


TORONTO MONTREAL, 


KNOWS CANADA 
J. J. GIBBONS LTD. 


- TORONTO 
REGINA 


MERCHANDISING 


CALGARY, EDMONTON, VANCOUVER 


| 


| Walter A. Bowe, co-chairman of /|an expanded program. 


| 
| 
| 
| 
j 


| 


| 


| 
| 
| 
| 


vented Mr. Kennedy from receiv-| were “tremendous postwar possi- 
ing the award personally at the|bilities for this equipment,’ au- 
presentation meeting in New York/thorized preparation of two ads 


last week. 
In a memorandum on the cam- 
paign, 


the program committee of the In- 
dustrial Advertising Association 
of New York, Mr. Kennedy ex- 
plained that ‘“‘the present campaign 
is practically the first advertising 
program to be used by this com- 
pany.” 
Mushroom Growth 


“The firm was founded with the 
invention of the automatic stud 
welder by Ted Nelson, welding 
leaderman of the U. S. Naval 
Yard, Mare Island, Cal.,” he said. 
“The manufacture was started in 
a small garage in the back of his 
home. By 1942 business had ex- 
panded to larger quarters in a new 
plant at San Leandro. This plant 
now employs more than 350 work- 
ers. The entire production for the 
past six years was entirely for the 
war program.” Three times the 
Nelson firm has won the Army- 
Navy E. 

In the latter part of 1943 the 
management, concluding that there 


| 


| 
| 


returns 
Kennedy 


announcing it. 
came in 


“Inquiry 
nicely,” Mr. 


read at the meeting by| said, and it was decided to launch 


In 1944, 
four publications were scheduled. 
In 1945, the list was boosted to 21. 

The company sells through “a 
limited number of distributors and 
representatives, who are trained 
engineers. . . They repair and 
maintain the equipment, encour- 
age its use, suggest applications, 
and give demonstrations. . . Sug- 
gested applications are made 
through the ads, but actual sales 
must be made by the field engi- 
neers. 


Hit Three Objectives 
“Inquiries were therefore neces- 
sary to build postwar contacts for 


the field engineers. . . We wanted 
to contact people who we felt were 


thoroughly interested, and who 
had the authority to buy the 
equipment. The inquiries were 


principally from chief engineers, 
mechanical engineers, metallurg- 
ists methods men, etc. Our field 
engineers contact these men, send 
in their problems to our research 


- 


to get an idea of a 


parade 


count the people 


@ Here’s a small segment of a parade. Looks like a lot of 
people massed along the route. Yet there are only about 2,000 
in this picture.* 

So when you multiply that by ove thousand you get an idea 
of parade’s circulation. 2,000,000 homes get parade every 
Sunday—certainly twice two million read it! 

Read it? They figuratively Jive it, because survey after survey 
shows parade studied from cover to cover—the best-read of 
all national magazine sections. It’s parade’s new technique of 
picture-editing, of dramatizing people through the eyes of persons 
which makes parade stories not-to-be-forgotten. 

This same high readership goes right through the advertise- 


ments too. Figure-packed surveys prove that advertisements in 
parade get readership as remarkable as the editorial content. 
Let us show you why porade’s linage has more than 


tripled in three years! 


Leadership in Readership 


ae h Pi 


*yes, we counted them: 


jarac 


Complete futon of stud to metai 


{ | 


2 SeCONE, i 


iv less than 


NELSON STUD WELDERS « STUBS 


FIRST AWARD — Nelson Specialty 

Welding Equipment Co., with this copy 

featuring its stud welder, won one of 

the first awards in the third ABP bysi. 
ness paper competition. 


and development department, ang 
return to them samples of sug- 
gested methods of application. Oy 
expanded advertising testifies to 
the results of the program.” 

The Nelson company divided its 
| objective for the 1944 campaign 
into three parts: “1. To introduce 
readers to its equipment, the com- 
pany for seven months featured 
|large pictures of the stud welding 
|“gun’” and drawings of the many 
|types of studs manufactured. “9 
We then suggested, for thre 
;months some general application; 
|of the equipment and told how it 
| would save time and equipment 
3. We then concluded the cam- 
paign with a ‘split’ ad, part ot 
which was devoted to the equip- 
|ment at work ... and part to sug- 
| gested applications.” 


Inquiries Increase Monthly 


“The applications were changed 
| in each electrotype to apply to ; 
| particular trade. All production 
|art and copy were handled in the 
| company’s plant. 

‘At the start of the campaign 
| we received an average of 20 in- 
|quiries a month. We now receive 
|about 110 a month. We feel that 
this is very good for what we are 
trying to accomplish with a small 
sales force and a limited budget. 

“The part the advertising played 
in the company operation was im- 
mediately recognized by the man- 
agement when the inquiries began 
to roll in. . . These inquiries were 
from manufacturing firms all ove! 
ithe United States.” 

The company intends to con- 
tinue its program to build future 
contacts and sales. “We don’t see 
how our operation could expand,’ 
|Mr. Kennedy concluded, ‘without 
| using business publications.” 


Weaver Joins Walsh 

Following duty in the Royal 
Canadian Air Force, Ernest G 
Weaver has joined the Walsh Ad- 
vertising Company, Toronto, as an 
account executive. He former!) 
was in publishing and agence) 
work. 
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Department Store 


Frcoupe Display 
Brings 78 Orders 


France 


French Paper 
Supply Is Short 


months of 1944, publications in|Publication of newspapers on 
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‘ion director of the Cotton-Textile 


|says that at most about 2,000 tons | id] } 
Frigidaire Boosts Two Institute, has been named editor 


|may be imported from Switzerland | 


|at present, and that “only imports | Pstareyd C. bee ary Ly eerie ‘for Butterick Fashion Publica- 
-j y 4 Ss alis y ¢ ye ; . 
In London, the publication|from the Anglo-Saxon countries | @0ver . oO "Fetaret Th hg aha ‘tions, published by Butterick 


can make it possible to renew the | division 
|poration, Dayton, has been ap- 
|pointed manager of the commer- | 
|cial advertising department. Insco| gy 


reports that in the last four | |Company, New York. 


newspaper-size sheets.” 


consumed about 18,000 


—— 


: France 
st, Louis, March 20.—During a 
; hecent two-week display in Mandel | Less than 7,000 tons was manufac- 
pros. department store in Chicago | tured 
»f an Ercoupe, small airplane pro- | period. 


’ 
a 


moted by Parks Air College and 
sfiliatcd companies of East St. 
ouis, IL, more than 100,000 per- 
«ons viewed the plane and 78 or- 
iers for it were taken. 

Similar displays of the Ercoupe 


tons of paper of various grades. 


first quarter of 1945 was somewhat 
less than 3,500 tons monthly. 

The French press is estimated to 
have consumed about 35,000 tons 
monthly before the war. 


Harker Joins KBS | 


| 


Ralph W. Harker, former adver- | 
tising director of the Seattle Times, | 
and previously with O’Mara & 
Ormsbee, newspaper representa- | 
tive, has joined Keystone Broad- 
casting System, Los Angeles, as 
France |an account executive. 


in France in the 
Paper production 


same 
in the 


Williams, who has been acting| | 
manager of displays and exhibits, | § 
has been named manager. Ross TEVENS 
Eisnor to Butterick 

Nova A. Eisnor, formerly head 
of her own research and consulta- 
tion service, and previously fash-| ™ 


Free survey at your request! 


SOLD! SOLIDI SOLD! SOUND! | 


Special Editions, sections, pages are sold | 
solid and soundly on an insured program. 


PORTSMOUTH, NEW HAMPSHIRE 4 


will be made this month in Indian- 
apolis and St. Louis department 
ores, and in Kansas City in the 
middle of April, according to 
Oliver L. Parks, president of the 
companies. The Ercoupe, with all 
display signs, promotional material 
and the like, is flown from one dis- 


ecialt ‘ 

$ ann play point to another at a cost, ex- 
one “ clusive of the pilot’s compensation, 
> bys. of three and a half cents a mile, 


he says. 

Parks Air College will hold a 
fve-day aviation orientation semi- 
t, and nar April 9-13. About 35 execu- 
 sug- @ftives of insurance companies, a 


—— 


1. Our department store, an aviation mag- 
ies to wine, and other firms—including 
four agencies—will attend the 
led its meeting. 
\paign — 
duce Hl O'Dell to Direct 
tured Statistical Research 
“lding William F. O'Dell has resigned 
d NY HM as vice-president of Ross-Federal 
theres Research Corporation, Chicago, in 
atin harge of the midwest division, to 
ow it mon Statistical Tabulating Com- 
ottelr pany, Chicago, as director of Sta- 
proton tistical Research Company, a new 
division. 
nade The new division will conduct 
wae market research studies, whereas 
me Statistical Tabulating has hereto- 
fore confined itself almost entirely 
ily to the physical tabulation of ma- 
anged erlal, 
r tO a — . 
ction, (Bedford Rejoins Oneida 
in the Edward B. Bedford, on leave of 
om bsence from Oneida Ltd., Oneida, 
pagn N. Y., and with Geyer, Cornell & 
20) - Hi Newell, New York, since June, 
yee 1944, has rejoined Oneida as co- 
1 that rdinator of advertising and mar- 
ve are Mi keting research. 
small 
get. \ ’ 
‘vaved (t Elks’ Ups Rates 
is im- Elks Magazine, effective with 
man- the September issue, will increase 
began ates for a black-and-white page 
were HM ‘rom $1,200 to $1,400, based on a 
l ove new circulation guarantee of 625,- 


000. This represents a circulation 
con- necrease of about 18144% measured 


future against a rate increase of 16 2/3%. | 
lt see Guitiatniedneee | 
yand,” 
tout @ Borden Sales Up 10%, 
Sales of the Borden Company, 
New York, and its domestic and 
Canadian subsidiaries increased 
| 10% in 1944 to mark a record of 
Royal $410,478,189, compared with $371,- 
t G 866,527 for 1943. Net income for 
nh Ad- 1944 was $9,987,994 compared with 


Ss an $9,405,705 for 1943. 


CHICAGO 


mt 10-ENGRAVERS 


“We are so happy since we moved to San 
Francisco ... it seems like another world to us 
—and Mother and Daddy say we are here to 
stay. We're so glad San Francisco is our home 
now—it’s so wonderful—we love the beautiful 
parks and playgrounds. Sometimes Daddy 
takes us to the zoo and sometimes we go to 
Golden Gate Park for a picnic and we have a 


boat ride on Stow Lake. 


Everything seems better since we came to 
San Francisco. Mother and Daddy are so much 
happier and Daddy said after the war we can 
have all the things we have always wanted. 
He said we can afford them now, because he’s 
making so much more money than betore we 
came, and he’s always talking about his great 
future here. 


Daddy told Mother that San Francisco will be 
the center of the world of tomorrow because 
it's the golden gateway to the vast Pacific Ba- 
sin. We're sure lucky to have San Francisco 


to grow up in—to us it's the nicest place in the 
whole world. 


Every evening we wait for Daddy to come 
home—he always brings The Call-Bulletin with 
him and as soon as he gets to the front door 
there's a mad scramble for the paper We grab 
for the Green Flash section and read the fun- 
nies. Mother and Dad read the paper after 
dinner—they discuss all the news and go over 


the advertising—and make plans. 


When Daddy has settled down in his favorite 
chair, and 1s reading The Call-Bulletin, that's 
the best time tor me to get some extra change 
for school next day. That’s when his sales re- 
sistance is the lowest ‘cause | notice if Mother 
wants a new coat or hat or something for the 
house she always mentions it then. The Call- 
Bulletin, San Francisco's friendly newspaper, 
is a welcome friend to us that comes to our 
home with Daddy every evening ad 


SAN FRANCISCO CALL-BULLETIN e REPRESENTED NATIONALLY BY PAUL BLOCK and ASSOCIATES 
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Treasury Gears 
7th War Loan to 
Battle of Japan 


Washington, March 21.—The of- 
ficial “Mighty Seventh’ War Loan 
copy policy developed by the War 
Advertising Council and the Treas- 
ury Department foreshadows an 
intensive drive to bring home to 
the American public that the “bat- 


tle of Japan has just begun (and 
that) it must be backed up, paid 
for by a free people, intent on 
sweeping the Pacific clear of fas- 
cist hate—forever.” 

In a release issued this week by 
Thomas H. Lane, director of ad- 
vertising, press, and radio for the 
war finance division of the Treas- 
ury, the government urges that 
copy be prepared to give answers 
to the questions, “Why this biggest 
of all individual quotas now? 
Haven’t we already reached the 
peak?” Copywriters are asked to 
emphasize that “with the war in 
the West our first and major con- 
cern, we have not yet been able to 
go all-out in the East. But neither 
has the Jap. The Allied Military 
Command has estimated that it 
will take years, not months... 
to crush Japan.” 

Among reasons for buying ex- 
tra bonds during the drive to run 
from May 14 to June 30, the 
Treasury points to the fact that 
this year there will be only two 
War Loan drives, instead of the 
three conducted in 1944, to raise 
even more money. An over-all 
corporate and individual quota of 
$14 billion has been set, with the 
individual quota ($4 billion in E 


bonds alone) established at $7 
billion. 

Furthermore, the policy state- 
ment suggests that advertising 
make clear the need for more dol- 
lars to finance the new tasks and 
new needs of the coming Battle 
of Japan, to make available medi- 
cal attention to sick, wounded and 
disabled veterans, to provide for 
mustering-out pay for discharged 
servicemen, and to invest in the 
future by warding off inflation. 


Joins Hartford Store 


Mrs. Irene Adair, assistant ad- 
vertising manager of Younkers 
Brothers, Des Moines department 
store, has resigned to become ad- 
vertising manager of G. Fox & Co., 
department store at Hartford, 
Conn, 


Issue Sound Effects Text 


Joseph Creamer, promotion and 
research director of WOR, New 
York, has written “How to Create 
Radio Sound Effects,” one of the 
first texts to be written on this 
subject. Ziff-Davis Publishing 
Company, New York, will publish 
the book. 


That’s the combination 
that brought home the bacon Yesterday — and 
it still works with Post Readers Today! 


7 


Because the Post is tailor-made for alert, modern, active 
people. Post readers combine steady incomes with a will- 
ingness to make expenditures. And most of them have 
an increasing earning power —are still living in their 
acquiring age. 


The Cineinnati Post 


THE NEWSPAPER FOR ACTIVE CINCINNATIANS 


W. C. Savage, Advertising Director 
CINCINNATI 2, OHIO 


Represented by. the National Advertising Department of Scripps-Howard Newspapers | 
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DUS CILOUG 


There was some silver when Sol C. Berberick, for many yea, 
with the Chicago office of Capper Publications, and his wife cele. 
brated their wedding anniversary—the 25th—on Tuesday, Mare) 
20. Their son, Roy, who is with Outdoorsman and Popular Home. 
craft, helped them celebrate. . . 

Lt. Col. Samuel Rosenbaum, former pres. of WFIL, Philade!phj, 
is back in the radio business—as Army officer in charge of the 
Allied-controlled radio station in Luxembourg, a job for which he 
was released from his AMG post last November. Working wit) 
Allied officers and the OWI, the power- 
ful station, which covers Europe, is 
said to be accomplishing amazing re- 
sults in breaking Nazi morale... 

Frank Gannett, head of Gannett 
Newspapers, has taken the Rochester, 
N. Y., chairmanship of the United 
Negro College Fund campaign. Funds 
will be sought nationally beginning 
April 18 for 32 private Negro colleges. 
. . Ten years of happily married life 
were chalked up a few weeks ago by 
Stan Fairweather, General Exhibits 
and Displays, Inc., Chicago, and his 
wife, Ruth. At a cocktail party cele- 
brating the event they entertained 
many old friends, including Wally 
Brooks, ad dir. of the Chicago Sun, and 
Stan Morrow of Farnsworth Tele- 
vision. . . 

Maj. Harold A. Rosenquist, onetime 
ad mgr. of U. S. Gutta Percha Paint 
Co., and more recently ad mgr. of 
Hadley Co., Providence, is spending 
an extended furlough with his family 
after 16 months in the Pacific area. 
Last May he was smuggled into Jap- 
held territory, where, for seven months, he directed guerilla activi- 
ties and gathered information. . . 

Jack Willem of Leo Burnett Co., Chicago, father of two girls, 
aged nine and six, now has a boy to boast about—John Willem III, 
born March 9. . . And an arrival at Peralta hospital in Oakland, 
Cal., March 7 was a six-lb., 1344-0z. boy tagged for Robert F. Laws, 
KGO prom. mgr., and Mrs. Laws. . . 

Merle S. Jones, Cowles Broadcasting v.p. and general mgr. of 
Washington’s WOL, is chairman of the radio station division of the 
1945 Red Cross War Fund drive in the Washington metropolitan 
area... Henry R. Webel, mgr. of the export division of G. M. Bas- 
ford Company, left New York March 7 on a business trip to Cuba, 
Brazil, and Argentina... 

Co-chairmen of the advertising and publishing division of the 
United Jewish Appeal of Greater New York are Arthur C., Fatt of 
the Grey Ad Agency and Jack D. Tarcher, head of his own agency, 
who headed the group last year. Book publishers’ section is di- 
rected by Harry Scherman, president of the Book-of-the-Month 
Club, with Richard L. Simon, president of Simon & Schuster, as 
co-chairman. Co-chairmen of the drive in the magazine field are 
Ned L. Pines, pres. of Standard Magazines, and George J. Hecht, 
pres. of Parents’. The distributors are led by Joseph Kalmanoff, 
pres. of the Metropolitan News Company... 

Max Jordan, former NBC Continental-European mgr., has arrived 
in Paris where he will act as contact man for the NBC news and 
special events dept. . . 

Comdr. Palmer K. Leberman, USNR, on leave as pres. of Family 
Circle, Inc., was commended recently by the Secretary of the Navy 
for exceptionally meritorious performance of duty while serving 
with the electronics 
division, Bureau of 
Ships. . . Maj. Charles 
C. Grant, son of Wil- 
liam A. Grant, pres. 
of Grant & Wads- 
worth, New York, has 
been awarded the 
Bronze Star for mer!- 
torious action in Bel- 
gium. Maj. Edward J. 
Grant, formerly of 
Intertype Corp., Bill 


IN ENGLAND —Lt. Comd; 
Charles Pumpian, USNR, for. 
mer media director of Henri 
Hurst & McDonald, Chicago 
poses somewhere in England in 
a setting, composed of what 
he reports to have been the 
worst snow in 80 years. 


AT PHOENIX CLUB—Ed R. Richer, ad manager 
of Hart Schaffner & Marx, second from right, gave 
the Phoenix adclub some ideas on postwar cus- 


tomer relations at a recent meeting. With him Grant’s other son, 1s 
here are, left to right: Al Johnson, president of also serving in Pel- 
the club, C. K. Goldberg and Ben Projan, partners gium. . . Ed Ahrens, 


of Vic Hanny Co. president of Ahrens 


Publishing Co., lew 
York, is convalescing satisfactorily from a serious operation w! ch 
was performed Feb. 7. . . Another convalescent is Milda Save: 
radio script writer with Kenyon & Eckhardt, Chicago, recov 
from an appendectomy at Evanston Hospital. . . 

Hugh Davis and Dick Downey, FC&B executives in the Chi: ‘40 
office, have recently been sunning themselves at Palm Springs. 4 
incidentally looking after the interests of some of the agency’ . 
ents on the Coast. . . Bill Smith, San Francisco manager of S . 
son-Reilly Ltd., was a schoolmate in Kansas City high sch I 
Charles Luckman, president of the Pepsodent Division of ! 
Bros... 

“Sweetheart Time,” proposed by William Juengst, radio ed. ‘ 
Brooklyn Eagle, has been chosen as the name for the new Iv: 
(Gum Laboratories) musical program featuring Faith Truma! i 
Marion Mann on MBS. Juengst and Evelyn Bigsby of Radio 
second prize winner, receive $100 and $50 war bonds respect! 
plus Gruen wrist watches. . . 

Bob Walker, of Walker & Minton, Coast representative, has 
released by the merchant marine after two years’ service, d 6 
which he participated in the Philippines invasion and was u 
fire many times. He will resume ad activities about May 1. . 
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Advert 


eeklies Demand 
) 0). Statements 
<< fin Circulation 


Want Post Office 
“8 to Require Sworn 


he ff Figures from All 


Washington, March 20.—In what 
yas probably one of the most un- 
sual demonstrations this worldly- 
vise capitol has ever seen, weekly 
ewspaper publishers have ap- 
peared before the House post office 

; committee to plead that their me- 
Ry dium is suffering, of all things, 
from lack of government restric- 
tions. 

Specifically, the weekly news- 
paper publishers told the commit- 
tee that they were enthusiastically 
in support of a bill by Rep. Tom 
Murray Of Tennessee (HR2843) 
requiring weekly, biweekly and 
triweekly papers to file sworn cir- 
culation statements with the post- 
master general, just as daily pa- 
pers have been doing since Aug. 
95, 1912. 


-omdr Led by Ed. M. Anderson, chair- 
. for MBnan of the legislative commit- 
Henri, Mtee of the National Editorial As- 
‘cago, Mociation, the weeklies declared 
and in Mthat they have been falling rapidly 
what Hpehind in national advertising 
in the MMinage because agency people have 
bi no reliable measure of the results 
that weeklies can produce. 
tiv Sees Disadvantages 
girls Supporting their position was 
| IIL ‘harles Lindsay, an executive of 
1 411, Bithe Four A’s, who told the post 
land, fofice group that the regulation re- 
4aWS, HMouiring only daily papers to cer- 
tify their: circulation statements 
r. of Jjworks to the disadvantage of 
f the pveekly papers. 
slitan “Agencies need all the factual 


Mees information they can get,” Mr. 
% indsay explained to the commit- 


experience as a buyer of space for 
national advertising” there is real 
danger in store for the weekly 
press from the “scepticism among 
space buyers as to the accuracy of 
claims.” 

“Confidence is now woefully 
lacking in ‘the circulation claims 
of weekly papers,’ Mr. Stanton 
said. “The present inclination is 
to discount circulation figures. 
This trend,” he declared, “is defi- 
nitely unfair to the larger group 
of weekly paper publishers who 
make an honest effort to submit 
facts for space buyers.” 


Under existing law, all publica- 
tions must submit periodic owner- 
ship statements to the Post Office 
Department, but weekly papers 
are not required to certify their 
circulation. Queried on the Mur- 
ray Bill, Postmaster General Frank 
C. Walker said his department was 
willing to handle the job “if Con- 
gress so decided,” but he pointed 
out that it meant additional work 
at a time when the department is 
undermanned. 

In his statement, Mr. Anderson 
told the committee that an “over- 
whelming majority” of the weekly 


papers endorse the compulsory 
circulation statements. 

“Passage of the bill would result 
in giving advertisers and adver- 
tising agencies the same sworn 
statements for weeklies as for 
dailies, and would result in more 
equitable distribution of national 
advertising budgets,’ Mr. Ander- 
son predicted. 

“Weeklies have been receiving 
less and less national advertising,” 
Mr. Anderson pointed out, “and 
the lack of adequate proof of cir- 
culation is one reason for an un- 
fortunate economic condition.” 
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“Substantial daily newspaper 
revenue comes from national ad- 


| vertising,” he told the committee, 


“while only a tiny part of weekly 
revenue does.” 


* WOOD « 


Well read and liked by the important men 
in a great industry—nmen who are work- 
ing to achieve wood’s exciting future. 


PRODUCTS 


suba, Hitee. “If a medium lacks reliable 
circulation data, the agency can- 
{ the Hot justify its use.” 
tt of Star witness in the NEA pres- 
ency, entation was Richard Stanton, 
s di- Mgpublisher of the Sussex Independ- 
ronth Maen’: and an executive of Kenyon 
oes ae Eckhardt. Appearing as a mem- 
Fame ber of the NEA legislative com- 
é mittee, Mr. Stanton told the post 
echt, Hibfice group that “by reason of my 
noff, 
rived 
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DT TO CATCH THEIR EYE 
CAN MAKE THEM BUY 


buld THIS be Cheese-cake? 


ch oU’V 
FORE 


rage, ' 
of 


O w a lot of pretty girls in our ads 
ond ten the idea that we feature only 
d ae (Sexy pictures of pulchritudinous 
- © further from the truth, We play 
. Kh ads because we find that pictures 
about double our inquiries! (Roll 
ile, ad-crafters!) 
den's s us but if you don’t want it 
: to take it. 
' your business EYE*CATCHERS 
nds of hich class sales promotion 
your promotions that energetic kick 
. * to bring home the bacon 
e ‘S brings vou a monthly release of 
fled promotion photos equal to any 
1 , ®—at a tremendous saving in cost; 
ime economy 
e Co. subscriber wired us for a 
looking business executive at his 
Yhat air mail brought him next 
1 you call it cheese-cake? 


a 
unique EYE* 
ney saving subscription plan on 


: , igations, Write now 
g * C) c 
: 10 E. 38th St. 
I ' HERS, Inc. New York {6 


and details of 


action. 


"ROCKFORD MORNING STAR... ROCKFORD REGISTER-REPUBLIC. 


—in fact, we spend over $7,250- 


000 each month in the retail 


There fore 
Ml,@Ooo f 


ROCKFORD, 


And we have the money to buy 


stores. Bank clearingsin December 1944 were 
$2,987,737 higher than in December 1943. pe 


| Tell us your story in the Morning Star and 
| Register-Republic and we’ll show you some 


92% city coverage. 
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why the lribune 


HORTLY after American fighters scrambled 

ashore to carve out the first beachhead on 

Guadalcanal, a Chicago Tribune war correspon- 
dent was with them getting the facts. 

When the allies invaded Africa, a Tribune 
war reporter parachuted with American troops 
to get the eye-witness story. 

From Anzio to D-day in Normandy, from 
MacArthur’s triumphal return to Manila to 
Eisenhower's sweep thru France into Germany, 
Chicago Tribune men have been there with the 
fighters, sharing with them the same hazards, 
the same knowledge of what war is—in order 
that readers back home might know the facts. 


In time of war or peace, there is no substitute 


for eye-witness accounts by competent reporters 
who get the story firsthand. Since long before 
the war, the pages of the Tribune have given 
full recognition of this fact. 

When the pre-Pearl Harbor draft started trans- 
planting Chicago and midwest men from civil- 
ian life to training camps, the Tribune assigned 
its best reporters to cover the story of what 
was happening to the sons, brothers, husbands 
and fathers destined for duty on foreign soil. 

When the sneak Jap attack plunged the 
nation into war, the Tribune was ready with 
adequate manpower and reporting talent to 
send its own independent news gatherers to 


every major front as fast as service facilities 


ONS is the Chicago newspaper 


more people read and want! 7 


could accommodate them. 

As a result, right from the start of the war, 
Chicago Tribune readers have been able to fol- 
low the experiences and exploits of their men- 
folk thru the eyes of seasoned reporters who are 
at the front lines and present the facts from the 
American viewpoint. 

Readers appreciate the Tribune’s thorogoing, 
personalized reporting of the war and of the 
men who are winning it. They make plain the 
extra value they place upon it. It is one of the 
reasons why the Tribune, daily and Sunday, has 
more total circulation than other Chicago news- 
papers—and why today, more than ever before, 
the Tribune is the voice of the great middle west. 


hicago Oribune 


THE WORLD'S 


GREATEST NEWSPAPER 


February average net paid total circulation: Daily, Over 950,000 


—Sunday, Over 1,300,000 


THE CHICAGO TRIBUNE HAS MORE WAR CORRESPONDENTS AT THE FRONTS 
THAN ARE ACCREDITED TO ANY TWO OTHER CHICAGO NEWSPAPERS COMBINED! 
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Cites Praise of HS&M 
‘Congratulations’ Posters 


To the Editor: In his letter pub- 
lished in these columns March 19, 
First Lt. Wm. B. Church Jr. 
soundly chastises ADVERTISING 
AGE for the pat on the back it gave 
Hart Schaffner & Marx for erect- 
ing in Paris signs which read: 
“Congratulations on a job well 
done!” 

Lt. Church admits, though, that 
the idea of such signs directed to 
our servicemen ‘could have been 
such a natural.’ He then goes on 
to suggest how they should have 
been worded. It is apparent, 
therefore, that the lieutenant is 
criticizing the copy, not the idea. 
Being a former agency man him- 
self, we can understand that. In 
fact, we’d have been glad to have 
seen his suggested copy when the 
idea was being developed, but that 


would have been difficult as he is 
a Y & R man and the HS&M 
account has been handled by 
BBDO for years. (The old rivalry 
seems to perpetuate itself, war or 
no war.) 

The lieutenant further writes 
that he is “just a guy doing an- 
other job.” And we’ll wager the 
last suit in our stock that he’s do- 
ing a darned good job, too! The 
magnificent way all our men over 
there are tackling this biggest job 
in history was what prompted the 
signs in the first place. We wanted 
to say, “Congratulations on a job 
well done’”—so we did! In spite 
of the fact that Lt. Church thinks 
the word congratulations has a 
suspicious tinge of exploitation to 
it, and “this kind of stuff builds 
up an unfavorable reaction in 
servicemen’s minds,” we have re- 
ceived so many unsolicited com- 
ments that we had begun to think 


that what we’d done in Paris had 
been pretty well received. 

Writes a sergeant, from Paris, 
“Congratulations right back at 
you. One of the cleverest stunts 
in a long, long time. It stops ’em 
all and brings much favorable 
comment. ‘Doesn’t that look 
good?’ you hear them say.” 

“In walking through the city 
(Paris) I found several of these 
posters which I thought were a 
marvelous gesture of good will, 
and something that made every 
Yank beam as he passed,” said an 
Oak Park captain. 

A colonel V-mailed: “ . . 
thought it was a grand gesture 
and one which will be long re- 
membered by many Americans 
who are over here. Congratula- 
tions to you and your associates 
for a direct hit.” 

And this, we think, tops all the 


rest: “Boy, for some reason or 


The war fronts of the world were brought close to Detroiters recently, through the 
War Souvenirs Show, sponsored jointly by The Detroit News and the J. L. Hud- 


son Company*, America’s second largest department store. 


Approximately 5,000 exhibits were on 
display, ranging from captured war weapons 
to objects typifying the exotic culture and 
customs of the far-flung fronts of this war. 


In all, 77 countries were represented in the 


exhibits, each from a 


armed services. 


Detroit 


is typical of 


boy in the 


144,000 people visited the show in one week; 
more than 49,000 on the last day! 

This outpouring which does not begin to 
include al! who wrote or telephoned for an 
extension so they, too, might view the show 


Detroit’s response to Detroit 


News sponsored activities and the appeal 


which The Detroit News has for Detroiters. 


The show was held in the J. L. Hudson 


Company auditorium. In spite of the fact 


that there were no 


“evening 


*Incidentally, 
mally employs almost as much lineage in The 
Detroit News as in the other two Detroit news- 
papers combined. 


sessions” 


the J. L. Hudson Company nor- 


The Detroit News 


THE HQME NEWSPAPER 


A. B. C. Weekday Circulation, 383,089 — Sunday Circulation, 470,785 


Dan A. Carroll, 110 E. 42nd St., New York, 17 


J. E. Lutz, Tribune Tower, Chicago, 11 


other that (HS&M sign) darn near 
brought tears to my eyes. Right 
then for a minute I didn’t give a 
damn about Paris; all I could think 
of was ... well, just ‘back home’.” 
Such is the way a sergeant from 
Indianapolis wrote. 

So it’s rather apparent that 
everyone didn’t seem to react quite 
the way Lt. Church did. But then, 
we repeat, professional jealousy 
(particularly among advertising 
agency men) is quite something 


to cope with. 
E. R. RICHER, 
Advertising Director, Hart 
Schaffner & Marx, Chicago. 


To the Editor: Your letter of 
Feb. 15 arrived today, much to my 
pleasant surprise. 

If you failed to get the point of 
my tirade against the Hart Schaff- 
ner & Marx billboards, the fault 
was all mine. I believe that, un- 
intentionally, my letter was subtle 
to the extent of being cryptic, and, 
since you were good enough to go 
to the trouble of making me aware 
of your misinterpretations, this 
letter of elucidation is in order. 

In the first place, very little 
American advertising comes to my 
attention at present. Even if 
American magazines were for- 
warded to me regularly, I wouldn’t 
have the time to give them the 
going-over they deserve, the 
perusal I’d like to give them. 

So you are undoubtedly quite 
right! It probably would be very 
easy to find something far more 
offensive than the HS&M billboards 
—if more came to my attention. 
However, it was one of my points 
in mentioning HS&M’s billboards 
that they might not be so offen- 
sive to the civilian eye as they 
actually were to mine. And, I’m 
confident, a great many others’, 

The war failed to progress as 
we all hoped it would. And the 
“congratulations” backfired, as you 
admit. Therefore, it would have 
been safer from the first had they 
published something that held the 
advantages of straddling the fence 
between optimism and pessimism, 
something along the lines, per- 
haps, of the suggestion I made to 
you in my previous letter. 


a 


Advertising Age, March 20. om 


Nothing need have bac 


too, had HS&M realized tha: ih 
don’t want to sell suits an) here 
near so much as the averave gy 
wants to put on Civvies; ang ;, 
fall in with this state of «ffqj). 


HS&M could and should have bee; 
more understanding and less fo». 
mal in their approach: lHisgy 
should even have admitted the, 
selling side of the story—as seen 
however, through the anxioy: 
eyes of the fellow reading ‘Sta. 
and Stripes.” 

My second reason for havip, 
written you is entirely a matte, 
of definition, my definition of th, 
word “scoop” as opposed, perhaps; 
to your use of the word in the 
caption describing the billboard 
“Scoop” to me means “first with 
the ‘goods’,” not just “first.” 

I saw fit to write you because | 
look upon a paper like yours a 
one that not only reports the new; 
of the advertising world, but als, 
looks for that world’s long-term 
advancement and effectiveness, Aj 
least this is the stand you appear 
to make in your paper. 

And that’s why all this! 

Won. B. CHuRcH Jr., 

First Lt. Air Corps (formerly 

of Copy Research, at Young 

& Rubicam). 


To the Editor: I’ve just read your 
two articles about ways to reach 
servicemen overseas. As yOu say, 
it’s a tough job. 

The use of local media is not 
very practical. In non-English 
speaking countries, anything but 
billboards is useless. Even in 
England, it is difficult to reach 
American troops through news- 
papers because of the acute news- 
paper shortage. Most servicemer 
stick to “Stars and Stripes,” and 
read an English paper Once 01 
twice for curiosity’s sake. Onl) 
in American territorial possessions 


overseas are local media practical & 


for reaching servicemen. 
Considerable tact must be shown 
in using outdoor billboards. The 
Hart Schaffner & Marx poster 
brought about a very unfavorable 
reaction. The congratulation did not 
reach the combat men responsible 
for the liberation. And most al! 


WHOS THAT—— 


AN EFFICIENCY EXPERT ? 
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Nope! Joe's New 
SECRETARY RUSHING OUT 
THE CONTRACTS TO THE 

SCHENECTADY UNION- STAR 
SINCE HE HEARD ABOUT 
ITS TEN-YEAR LEADERSHIP 
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Sales Letter Be?” is very interest- 
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resented being congratu- 
ted DY a commercial firm. A 
“erent type of institutional mes- 
se would have been well re- 
elvea 

4 Hot etown newspapers are prob- 


bly the best way of reaching 
~ervicemen overseas, though of 
~ourse it is an expensive way. 
\fany servicemen read their home- 


‘own papers reasonably often; ad- 
vertising there is well observed, 
for it brings back many wistful 
memories—ice cream, whisky, the 
hometown movie, etc. 
"Except for business publications 
such as ADVERTISING AGE, most 
magazines read by servicemen are 
the pony editions, without adver- 
‘ising, distributed free. Enough 
of these are distributed to make 
individual subscriptions unneces- 
sary to magazines with ads. The 
delay of six weeks to four months 
(in Europe) in receiving individ- 
yal subscriptions, is also a factor 
in cutting these down. 
And as mentioned in ApvERTIs- | 
wwe AGE, advertising sent by first 
class mail may bring an unfavor- 
able reaction, also. Though a 
serviceman’s family may write 
him every day, he will not hear 
fom them at each mail call. 
Should he receive an advertise- 
ment with a letter from home, he 
might read it. But if there’s no 


let down and resentful to read 
the ad. 
Pvt. MERRILL ORMEsS, 
c/o Postmaster. New York. 


vwyY 
Permission Granted 
To the Editor: We are plan- 


own bouillabaisse from our kettle 
of fish. 
Hat G. VERMES, 
Harry Hayden Company, New 
York. 


7 FF 
Proves ‘No Inflation’ 

To the Editor: During the en- 
tire month of March over 1,300 
independent druggists in Greater 
New York and New England are 
staging a “No Inflation” promo- 
tion, featured in 30-day window 
displays, on banners and pennants 
inside the stores, and in 1,500,000 
circulars distributed to the pub- 


lic. The promotion is_ being 
backed in New York on our week- 
ly 15-minute program over WJZ. 

Enclosed you will find a copy 
of the circular (note the letter 
from Daniel P. Woolley, regional 
OPA administrator for New York), 
our monthly house organ, the 
Fair Trade News Letter, and one 
of the banners. 

If you look through the circular 
you will see on the inside pages 
how we have listed over 100 items 
showing their cost to the public 
prior to Pearl Harbor and today’s 
prices. In some instances, prices 


have been cut, such as on vitamins, 
but no prices have been raised. 
On the back page you will note a 
column comparing today’s prices 
with those of World War I. 
JOE UNGAR, 

Fair Trade Merchandising, 

New York. 


vwy 
Asks ‘AA’ Pony Edition 
To the Editor: I have just this 
instant been introduced to the 
Pony edition of ADVERTISING AGE 
which you put out for servicemen. 
All of an anticipation except for 
what I’m sitting on, I write to see 
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if you will kindly add me to your 
mailing list. As many back copies 
as you care to include with first 
mailing will be gratefully received. 

In the ante-bellum days I was 
a constant reader of AA, and if 
you cannot find me on your list 
of subscribers it is because my 
employer, Kenyon & Eckhardt 
(1936-1943), was pretty generous 
with the copies that came in, 

So I have been missing the trade 
news and have found it tough to 
keep apace. Perhaps you’ll help. 

T/4 H. HARMON, 
c/o Postmaster, New York. 


THE MOST IMPORTANT BUYING 


ning shortly to begin publication 
fa pocket-size magazine, “Suc- 
ess With Sales,” which will be | 
sued to our trade. 

An article that appeared in your 
publication, “How Long Should a 


ng and fits in nicely with what 
we are trying to get across to our 
dealers. ‘Will you be so kind as 
to grant us permission to repro- 
duce this article in our paper? Of 
course, proper credit will be given 
to you and the author, Elon G. 


Borton. 
W. R. JENKINS, 
Advertising Manager, Atlanta 
Steel Company, Atlanta, Ga. 
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Ladling Bouillabaisse’ 

To the Editor: May we be per- 
mitted to “turn the other cheek” 
and reply to Mr. De Clerque’s 
coments in your Feb. 12 issue? 
His critique was directed at the 
advertisement headed “What Is 
Live Circulation?” prepared by us 
for our client, the Kable News 
Company. 

Although the copy in question 
lefinitely states in the very first 
entence—the fifth word—that we 
are talking exclusively about mag- 
azine circulation, Mr. De Clerque 
In making his’ riposte’ talks 
throughout the first half of his 
etter about newspaper circula- 
tion; and for the balance of the 
etter, discusses the merits of sub- 
scription circulation of farm 
papers 

Well, that’s a horse of another 
‘olor—a couple of horses, in fact. 
Mr. De Clerque’s remarks were, 
re feel, occasioned—as so many 
lifferences of opinion are—by a 
misunderstanding of terminology. 
‘N the trade, the generic term 
Magazines” means all periodicals 
Note: Newspapers are not period- 
als). The specific term “maga- 
es’ means the class of general 
agazines as differentiated from 
ver classes, such as farm papers, 
rade journals, house organs, etc. 
In connection with the trend of 
Magazine distribution, which is 
wha ie Kable News advertise- 
ent discussed, we might point 
out tat, according to the Audit 
teh of Circulations, in 1936 
were were 16 magazines with 
lore 1an a million circulation, 
nd ewstand distribution ac- 
Hey for 35% of the sales. In 
24‘ ere were 21 magazines with | 
ores million circulation, and | 
— f the sales were made| 

newsstands. Put another | 
ibscription sales of these | 
es decreased 14% over that | 
while newstand sales in- | 


or 


‘ O. | 
ly, we would not be at all | 
i to take issue with Mr. De} 
> from his point of view. | 
er, when we speak of maga- 
nd he counters by talking 
r media, he is ladling his 


ine 


Nacional census figures verify the importance 
to advertisers of the 18 to 35 age group. 
These percentages prove that women 18 to 


35 constitute the great majority of brides 


and young mothers. 


83.9% of SECRETS 840,000* monthly 
newsstand buyers are within these active 
buying years. These young women are peak 
consumers because they have many extra buy- 


ing needs—for themselves, their husbands 


and children, and for their homes. 


SECRETS delivers the highest concen- 


tration of these Great Consumers. 


- 4 
*Each copy of SECRETS is read by the purchaser and four intimatés F 


of her circle. This data based on survey of SECRETS readers. 
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67 West 44th Street 
New York 18, New York 


MAGAZINE 


OF DRAMATIZED 


100 North LaSalle Street 
Chicago 2, Illinois 


ee 


Los Angeles 14, California 


c= 
SELF-IMPROVEMENT” & 
w\ THE 18-35 
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Chrysler Sales Reach 
New High for 1944 


Net sales for 
Corporation, Detroit, reached 
new high record of $1,098,073,025 
as compared with $886,467,702 the 
previous year. War material sales 
were $1,036,082,839, as against 
$847,712,504 in 1943, while civilian 
sales were $61,990,186 as against 
$38,755,198. 

Net profit in 1944 was $24,819,- 
489, equal to $5.70 a share, com- 
pared with $23,322,566, or $5.36 
a share, in 1943. 


Appoints Moriarty 

Maurice Moriarty, Holyoke, 
Mass., has been appointed sales 
statistician for the Proctor Electric 
Company, Philadelphia. 


<>] 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Lima, Ohio, U.S. A. 


The Werld’s Lorgest Menufecturers of 
All Types of Signs 


nau S = err 


Government Seeks 


1944 of Chrysler | 


Better Ad Cost 


Termination Rules 


Office of Contract 
Settlements Works 
on New Definitions 


Washington, March 21.—Staff 
members of the Office of Contract 
Settlements and fiscal officers of 
the armed forces are hammering 
into final form an auditing inter- 
pretation to stake out in more def- 
inite form the fixed-price war con- 
tract adjustment policy permitting 
claims for “advertising consistent 
with a prewar program or to an 
extent reasonable under the cir- 
cumstances.” 

With the contract settlement ma- 
chinery rolling into high gear to 
|facilitate adjustment of war con- 


tracts, working officials have al- 
ready issued a series of eight 
auditing interpretations, but the 
advertising decision, a high prior- 
ity problem among those yet to be 
met, offered some troublesome dif- 
ficulties. 

Contract settlement officers are 
anxious to get the advertising rul- 
ing out of the way, not only be- 
cause it may be a sizable item in 
many claims, but for fear that 
disagreement with contractors over 
advertising claims will hamstring 
important settlement negotiations. 


More Definite Rules 


The ruling, when it is completed, 
will give government representa- 
tives and war contractors a more 
definite picture of how much of a 
firm’s general advertising may be 
included in the settlement for an 
unfinished fixed price contract. 
Officials point out that they want 
to be fair in apportioning advertis- 
ing claims in the settlement proc- 
ess, While at the same time they 
must protect both the government 
and the advertising profession 
from abuses. 

Numerous drafts of the proposed 
advertising ruling have been cir- 


Connecticut's 
Happiest Boy 


of 1945 


OU would be happy too if you were Francis 

McGrath shown here leaving the hospital re- 
stored to health. Francis is one of 42 victims out of 
the 70 new cases of Poliomyelitis reported during 
1944 in Hartford County already sent home without 
any apparent trace of residual paralysis. 

Since 1941 WTIC and the Hartford Courant have 
conducted an annual Mile O’ Dimes campaign for 
the benefit of Polio sufferers. Each year this joint 
promotional drive for funds has resulted in the 


highest per capita response 
country. 


The recently completed 1945 Mile O’ Dimes cam- 
paign topped all records. More than seven miles of 
dimes totalling over $63,000 were given by a gen- 
erous citizenry to help others like Francis McGrath 
on the road to happiness when they fall victims of 


this dread disease. 


We at WTIC are proud of our five-year record in 
promoting this important work, one of the many in 
the public interest to which the station dedicates 
itself. But the liberal response with which the people 


answered our appeal is cause 


roa 


of any section of the 


for even greater pride. 


ape: 
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CUSTOMER WAS ALWAYS: RIGHT 
1942-44 
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HOW IT WORKS—Angelica Jacket Co., St. Louis, has distributed to its cus. 

tomers this simulated metal plaque containing a pithy message for employes, 

It was produced for the company by Myer Rosenberg, Chicago, distributor of 
promotional merchandise. 


culated by the fiscal officers in- 


“reasonable under 
stances” clause. nated contract (e.g., 
tion auditors must expect three | business); 
general types of advertising claims | vertising and general experimenta 
in fixed price contract settlements: 

1. Small advertising claims rep-|are material in amount and re- 
resenting only an_ infinitesimal | quire special treatment” are not 
percentage of corporation ex- 
penses. expense. 

2. Large programs by contrac- Since the original Baruch-Han- 
| tors who have a prewar advertis- | cock “bible” on demobilization, the 
ing history. “special treatment” for advertis- 

3. Programs by firms with no|ing has provided that advertising 


problem at all. Under Termina-|claim in termination proceedings 
tion Cost Memorandum No. 2,| The forthcoming auditing memo- 
“general selling and distribution|randum is designed to interpret 
expense” may be lumped under a/the Baruch-Hancock language s 
general claim for administrative | that advertising material 

sen and there will be no quib- | amount” will be kept in check. 

bling. 


Memorandum 2 continues, how- 
volved, but the memorandum has | ever, that “costs relating directly 
repeatedly bogged down on the |to the work of the contractor other 
the circum-|than that covered by the termi- 
selling ex- 
As officials see it now, termina-| pense related directly to civilian 
and items, such as ad- 


and research expenses, where they 


to be tackled as administrative 


prewar advertising, or no com-|“consistent with prewar activity 
parable prewar activity. or reasonable under the circum- 
The first group will offer no|}|stances” shall be a_ legitimate 


There has been very little diff- 


Minneapolis-Moline farm equipment is manufactured 
in TRI-CITIES, on the Illinois side. 


A Growing Market , Grow with us! 


Already. TRI-CITIES is the largest market in Illinois and Lowa outsid: o 


Chicago .. . over 200,000 metropolitan population. Look 

what’s coming tomorrow: 

The demand for new farm machinery after the war will au 
be double the prewar level. as predicted by the U. 8. ; 
Dept. of Commerce. There’s already a 2 to 3 billion 

dollar backlog of demand for new farm machinery . . . * 


an average of $400 per farm. 
jobs in TRI-CITIES . 
bought and sold . . 


NOW and LATER! 
° > a TRI-CITIES is thoroughly blanketed by popular 
WH 


This means more postwar 
. larger payrolls . . . more goods 
. Opportunity for advertisers, both 


@ The major portion (60%) of TRI-CITIES is on the Illinois 


side . . . fully covered without duplication by . . WH p F 


“MOLL INE DAILY DI DISP. ATC 1 


ROCK ISLAND ARGUS 
MOLINE DISPATCH - 
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aity in agreeing on the treatment | newcomer in an old field, the his- | are important to fixed price con- ; during 9-9:30 p.m., EWT, when 27 
cuompanies which have had a toric policy of the industry should | tractors, anything more than the CAB Releases First . persons listen in every 10 listen- 
' wa advertising history. Bar- | offer some idea of “reasonable” | “essential advertising” mentioned Data on Family Audience ing homes, while highest single 

¥ ~; wnusual circumstances, their | advertising. above must come out of the fee in| Cooperative Analysis of Broad- | Pe@k is 6-6:15 p.m., EWT, Monday 
.] aavertising claim will be held| Everyone gets at least one break, | the settlement of a cost-plus-fee casting, in its quarterly audience | through Friday when 28 listen in 


erage of five prewar years, |in that so-called “essential adver- | contract, whether completed or every 10 homes. 


194 


{ tal 
to an 


Pape: shi . ; | composition report, reveals for the 
portion of the allowable | tising’—a limited amount of ad- | terminated. agpeck, 


: ith ‘ | cmadied | first time data on the division of, i i 
i aim assigned to each terminated | vertising for help, employe morale, —__—_—— the family radio audience by in-| Graphic Changes Name 
contract. 7 | Army-Navy | Bape: ~~ ad-|To Putman-Savage | dividual quarter-hour broadcast | Graphic Arts Engraving Com- 
In effect, then, old line com- vertising an rade and tec nical); putman - Savage Company, | periods day and evening, as well pany, Philadelphia ~ tome changed 
: anies which cannot demonstrate | publications—can be charged off |Qmaha, has been named advertis-|as the division of the adult audi-/its name to Graphic Arts incor- 


ynusual | pr abaya on find | as administrative expense, and ‘ing agency for Dependable Mfg.| ence by age groups. |porated, the new name _ being 
that their prewar a oe is | brent: be argued under special |Company, Omaha, manufacturer| Highest over-all level of family |termed more correctly descriptive 
eiling on termination claims, and | termination procedures for adver- | of automatic adjustable stools and | listening, based on total sets-in-|of its activities as a lithographer, 


that i ay mages a poe ple na an —— — and “rea-}chairs. Business papers and direct | use in the 81 CAB cities, is Sat-| silk screen plant, art studio, fash- 
Jaim mus SP 3 € sonable under the circumstances” | mail will be used. ays ; wi ak |i i é a rav 
portion of it assigned to each war urdays and Sundays with the peak |ion publisher and photo-engraver. 
contract. 


Newcomers Are Difficult 


Except for unusual situations, 
»o sum larger than the average 
tor the five prewar years may be 
sharged to war work. Any sum 
ger than the prewar would have 
+) come from profits or from non- 
war work. It should be empha- 
ved again, however, that all of 


cus- ‘his discussion applies to costs al- 
yes, lowable on government contracts, 
ir of and that none of it in any sense 

constitutes any sort of ceiling on | 
—_ ye amount of money which may 


ne invested in advertising from the 
business’ own funds. 
Finally, the prewar amount of 


how- 
rectly 


= vertising must be_ pro-rated 
a mong both war and non-war 
,  Ox- ans 


work, so that the particular con- 


* 
a tract in process of settlement bears 
iS ad- . 7 r 
1ental Mamonly its fair share of the costs. 
‘ th m While there seems to be general 
d "Y Bacreement on this phase of the 
= oe problem, officials are finding it more 


mane dificult to deal with companies 

which have no prewar advertising 
‘Han- istory, and must therefore be | 
n. the i nsidered under the “reasonable | 
: ¥ | 


inder the circumstances” clause. 


hes Originally it had been decided | 
tivity Magee leave wide discretion to the} 
coun, Iagemtzacting officers in the field, but | 

~ military fiscal officers are demand- | 


dina’ ging more help from the Office of 
emo- fagcontract Settlements, presumably 
: n the form of guide-posts to de- 


a termine “reasonable.” . 
- F Obviously the airplane industry | 

_— will be one of the big problems un- . 
“diffi- der this heading. While some —_ 


manufacturers have a prewar ad- 
vertising history, officials concede 
that it would be grossly unfair to 
hold them to that. 

It is hoped that the advertising 
interpretation can be completed 
within a few weeks, but Officials 
would frankly welcome any sug- 
gestions they can get. One idea 


batting around now, and seemingly ‘ 
ae i high favor, would suggest, that “In love of home, love of country has its ee 
auditor 1 see : ° oe ini ina) 
8 ya rise.’’ Charles Dickens said it. . 
were doing. 
. ; 
ay ee Nowhere is the strength of the family and 


It is pointed out that in an en- 


i the aes of cet as the home more evident than in Chicago, ; 
ffers so basis f settl + ° ° ° ° 
Mle if team sauyteneten te aeieraey & vital city of America’s great Midwest. 


| In this great central market the Chicago 
| Herald-American dominates in evening 
| circulation because of its distinctive service 
| to the family and the community. | 
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TO CONTINUE TO SUP- 
PORT YOUR BUSINESS 


* That support which makes ji 


your product a success is 


given by the market of Cre. HEARST NEWSPAPERS 


ative Wealth, where people 


are who want the best, so long IN NEW YORK 
as it is the best. THE PLAY- in CHECAGO ; 


oe THE HERALD-AMERICAN THE JOURNAL-AMERICAN cz. 


PLAYBILL, INC. 
NEW YORK 12, N. Y. EVENING AND SUNDAY EVENING AND SUNDAY 
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You pon’r have to be a cigarette manufac- 


* 
B.E Goodrich turer to appreciate what markets would be 
; like without women or—just as fantastic— 
FIRST IN RUBBER 


without men. The two sexes are not only 
a biological, but also a business necessity. 
No advertiser realizes this fact more than the B. F. Goodrich Company. 
That’s why you'll find B. F. Goodrich products advertised in The Amer- 
ican Magazine. It’s edited with dual sex appeal . . . edited to double- 
expose B. F. Goodrich advertising to millions of women, millions of men 


.. . multimillions of aspirational Americans who buy The American 


Magazine on the newsstands, subscribe, or beg, borrow, or steal some- 


body else’s copy. Of equal interest is the fact that these middle millions 


The Happy Medium to 
America’s Middle Millions 


still make 60 per cent of the nation’s purchases, after savings and taxes. 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 
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low Ought to Know . e esam M. Ballard 


Enthusiastic, smiling (even if this pic- 
wre doesn’t show it) Sam Ballard, vice- 
president and member of the executive 
committee of Gardner Advertising Com- 
pany, Which probably ranks second to 
piArcy as the largest advertising agency 
headquartered west of 
the Mississippi, is one 
of the many top-flight 
agency writers who 
moved across the col- 
ymn rules from the 
editorial to the adver- 
tising side because the 
money somehow 
joked greener there. 

Sam was born in El- 
wood, Ind., Feb. 18, 
1902, exactly 10 years 
to the day after Wen- 
gell Willkie arrived there, and in 1940 
was one of the originators of the “Mis- 
guri plan” of advertising and promo- 
tion for Willkie, although he says he’s 
q Stassen man. 

He became a reporter for the Elwood 
Call Leader after two years of high 
school, largely because he had a Western 
Union delivery job after school, and 
when delivering casualty telegrams to- 
ward the end of World War I always 
managed to get permission to “tell the 
editor.” At 18 he moved to the rival 
Ewood Press as city editor—the young- 
et in the state—and shortly thereafter 
to the Huntington Press, where he says 
the only important thing that happened 
was that he hired H. Allen Smith (“Lost 
in the Horse Latitudes’) as office boy at 
$3 per. 

Then, in quick succession came various 
jobs on small papers in Indiana and 
Ohio. In 1925, at the height of the Flor- 
ida boom, Sam was 23 and city editor of 
the Miami Daily News when that paper 
published the largest edition of a daily 
paper ever published in the world, and 
allegedly had the largest staff of report- 
ers in the country. The date was July 
26, 1925, and the paper had 504 pages, 
22 sections, and was over two inches 
thick! 

With his reporters quitting $50 jobs to 
become real estate press agents, Sam de- 
cided to take his own fling, and became 
publicity director for big real estate de- 
veopments in Nassau. Then he joined 
a group of former Miami News associ- 
ates in taking over the Daytona Beach 
Journal, but the bubble burst in six 
months and Sam went back to Dayton, 
sopping only long enough to marry 
former Miami News associate Lydia Fos- 


Sam M. Ballard 


ter in Richmond, Va. 

In Dayton Sam wrote politics, got into 
a “reform” fight, and as a result left the 
newspaper busines flat on its back, be- 
cause National Cash Register offered him 
a job writing business paper publicity. 
Shortly after, he moved to Frigidaire in 
the same type of job, then to Geyer Com- 
pany, which then handled Frigidaire and 
Delco-Light. He moved to Delco as as- 
sistant advertising manager, and when 
Delco Appliance Corporation was revital- 
ized at Rochester, he became advertising 
and sales promotion manager of this di- 
vision, and a member of the General 
Motors advertising managers’ committee. 

Mark Wiseman, then advertising di- 
rector of Hudson Motor, hired Sam away 
from G-E to write space and radio copy 
for Hudson, and when Brooke, Smith & 
French got the Hudson account Sam 
moved over to write all Terraplane copy 
and head up the promotion group on both 
Hudson and Terraplane. 

He got fed up with Detroit, he says, in 
the era of sitdown strikes, and in No- 
vember, 1937, moved to Gardner as a 
copywriter, later becoming copy chief, 
then vice-president and later executive 
committee member. At Gardner his most 
notable contribution, probably, has been 
all of the national copy on Monsanto 
Chemical since that company became a 
national advertiser in 1939, but he has 
plenty to do with other Gardner writing, 
as well as considerable to do with politics, 
mostly in promotion and strategy. 

Like all copywriters, Sam believes that 
nothing anyone does in an agency is as 
important as what a writer does, and 
Gilbert Chesterton’s pet comment about 
there being no uninteresting things— 
only uninteresting ways of discussing 
them—suits him as a basic copywriting 
philosophy. 

“IT know of no more interesting work 
than applying copy, after necessary re- 
search and thinking, to the solution of 
those business problems where advertis- 
ing is applicable,” he says. “It has always 
been challenging work—it should be even 
more so postwar, when we are faced with 
the tremendous task of re-establishing 
brand preferences, introducing a host of 
new products, and employing advertis- 
ing on a world-wide basis to raise global 
living standards through self-respecting, 
self-liquidating commercial activity.” 

Sam and Mrs. Ballard have two chil- 
dren, Monica, 10, and Foster, 6, who take 
up most of the time that advertising, 
politics and a host of other activities 
leave to him. 


lhe Creative Uan Corner 


VII 
Best news from the War Advertising 
‘ouncil in a long time was that of the 


“ection of James Webb Young as chair- 
an, 

There are a lot of jobs yet to be done 
°y the Council. Some are perhaps more 
portant and far-reaching than even the 
statest yet undertaken and there is no 
‘ne in advertising who could be expected 

attract so much talent to the work. 

No one will want to let Jim Young 
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A fcllow was telling us the other day 
“out the greeting card business. And, 
you. don’t already know, it is pretty 
ful, 
s almost everyone sends greeting 
ometime. Not so long ago this 
stly at Christmas and New Year’s. 
ll is the big season. But Mother’s 
alentine’s Day and Easter get a 
play every year and what with 
y and get-well greetings and other 
‘y cards the big manufacturers, 
of whom recently have become 
| advertisers, now do as much as 
eir business in the latter lines, 
ing it out all through the year. 


Verses, or thoughts, on cards are called 
sentiments and, in most cases, these are 
not simply dreamed up for the occasion 
but actually run much the same year after 
year with only the designs changed. New 
sentiments are spot-tested before they 
are added to a line; new holiday cards 
being tried out a year in advance of gen- 
eral distribution. 

There are almost a hundred members 
of the greeting card manufacturers asso- 
ciation and the industry’s volume is at 
least double that of the dentifrice busi- 
ness. 

A well-run greeting card section in a 
department store or stationer’s can and 
frequently does make more money per 
square foot of floor space than any other. 
Best of all, it practically runs itself as 
far as the store is concerned; the manu- 
facturers stocking it with the right num- 
ber and proportion of cards for each oc- 
casion and each requirement, based on 
store type and store traffic. Most of the 
cards the industry sells annually whole- 
sale at five cents, retail for a dime. 

And still people worry about oppor- 
tunity! 


IX 


Although it is only March we’re sure 
the strangest ad of the year has already 


appeared. It is signed by the Air-Age 
Education Research Advisory Board and 
under twin illustrations, one of a plane 
with bat wings, the other an angel- 
winged plane, it says in part: 

“An airplane has no morals. It cannot 
distinguish between good and evil. Its 
role in world society and its future con- 
tributions to our civilization depend en- 
tirely upon how it is used by man. 

“.. Airplanes can travel as far and as 
fast to meet the spiritual, social, political 
and economic needs of all people, every- 
where, as they now travel to mete out 
death and destruction in global war. 

“Will men learn to think in terms of air 
for the good of humanitay .. .? 

“There is a group of people advan- 
tageously situated to instill the new atti- 
tude of mind necessary for the Air Age— 
Teachers and school administrators. . . 

“We invite your participation. .. A free 


copy of ‘Air Education News’ is available 
on request.” 

The page appeared in Time. 

X 

The desire in advertising not to do the 
obvious often is a mistake. Generally, 
the obvious thing done well beats any 
trick. 

As an example there is the current ad- 
vertisement of the Association of Amer- 
ican Railroads. 

Over the headline The busiest highway 
in the world there appears a full-color 
illustration that shows only two sets of 
rails disappearing into the distance. ‘““The 
busiest highway in the world” is entirely 
deserted! 

Two passing freight trains, caught in 
sharp perspective, could have made the 
headline sing. As it is, the words belie 
the picture, and the whole effect is only 
weird. 


the Pay- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY ELON G. BORTON 
Advertising Director 
La Salle Extension University 
Our case study today, while similar in 
many ways, is exactly opposite in one 


respect to the story of last week’s Pay- 
Off. Both describe selling by mail to top 


Enclosed also is one very potent factor 
—a list of company users—perhaps the 
strongest selling argument in the mailing. 

When the reply cards come back (start- 
ing in about three days and reaching the 
return peak in 10 days) a test lot of the 
cold remedy is sent with full instructions 
about how to test it with employes. If 


c 


tion today! 


and judge the results. 
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Benson Laboratories 


Manufacturers of Formula A-~N-~7F 
for Colds 


Absenteeism among your employees, caused by Colds, can be 
reduced about 80% --- and you know what that means to your organiza- 


Will you give us an opportunity to prove that statement in 
your own organization, with no cost to you --- you to make the test 


The product we invite you to test in this way is Formula 
A-N-I for Colds, sold only to business concerns for the sole purpose 
of reducing costly employee absences due to Colds. 


A few of the host of users of A-N-I are listed on the en- 
closed sheet. All names are used by permission. 


Formula A-N-I is a pleasant-tasting effervesent powder, 
made of citric acid (the chief constituent of lemon juice) and the 
more important elements of vegetables and fruits ~--- nothing else. 
No injurious drugs. A-N-I is used only when the Cold is present. It 
is not necessary to incur the expense of giving it to the whole group. 
Four doses per Cold is the average number required according to re- 
ports from users. That moans it works in hours --- not days or weeks. 


May we send you enough A-N-I to prove what we say about it:- 
that it will reduce absences due to Colds on the average by about 80% 
--- you to be the sole judge of the results? Use the enclosed card. 
Very truly yours, 


BENSON LABORATORIES 


P@iduriouno~ 


P. 8. Chambers, President 


February 12, 1946 


executives a service for employes, to be 
purchased by the companies for the em- 
ployes with the aim of improving the 
efficiency of employe service. Thus both 
have the primary sales appeal of dollar- 
and-cents savings and increased produc- 
tion—an economic rather than an emo- 
tional appeal. 


But the Vacuum Can Company used 
no trial or inspection offer of any kind, 
while today’s case builds its selling 
method entirely around a free trial offer 
and probably its product could not be 
sold in quantity by any other method be- 
cause of the natural skepticism about any 
and all cold remedies. 

The letter illustrated, sent to presidents 
of companies by name, produces con- 
sistently from 11 to 12% returns asking 
for a sufficient amount of the formula 
A-N-1 to test its efficacy on employes. 


there is no further response, after about 
four weeks follow-up letters are sent to 
the recipients of the last shipment. Thirty 
per cent of the testers later buy. 

One interesting point about the mail- 
ings is that they are timed to reach the 
prospect in the middle of the week. 

The Pay-Off gives this case because it 
illustrates well the effective use of a 
trial offer. Obviously it is necessary with 
this product (at least until it becomes 
much better known) and obviously, too, 
the product as a small, low-priced (I 
assume) item lends itself well to a trial 
method. Wisely the manufacturer has 
centered his letter around this test—four 
out of the six paragraphs being built 
around it. He has done little selling of 
the product, leaving that largely to the 
evidence in his list of users. 

When it can be used, the free trial or 
inspection offer can be a very potent 
factor in mail selling. 
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‘A Good Buy to See By’ 


Wins Slogan Contest 

“A Good Buy to See By,” sub- 
mitted by Frank Dresser of Phila- 
delphia, has been chosen as win- 
ner in the Verd-A-Ray incandes- 
cent lamp slogan contest sponsored 
by Save Electric Corporation, To- 
ledo (AA, Sept. 18). 


[e>) 


| 
| 


| 
| 


Mr. Dresser | 


will receive a $1,000 war bond for | 


his slogan, which will be used in a 
national advertising campaign now 
being planned through Gere Burns 
Advertising, Toledo. 


ALL BY ITSELF.. 


THE LIMA NEWS 
15 sites trom any 


other metropolitan city in 


NORTHWESTERN 


OHIO 


Chicago Adclub — 
Names Judges for | 


| 
| 


Jo Snapp Award 


Chicago, March 20. — Closing 
date for entries in the Josephine 
Snapp award competition spon-| 
sored by the Women’s Advertising | 


'Club of Chicago has been set for | 


| April 5. 


|contribution to advertising during 
| the past year. 


|}award committee, reports that, as 
|in previous years, the competition 
| evidenced by entries already re- 
| ceived. 
| have been selected. 


|man, president, Pepsodent division 


| 


; 


The award, to be made | 
in June, will go to the woman who | 


has made the most outstanding | 


Estelle Ryan, chairman of the 


is attracting national interest as 


Four of the five judges 
The judges are Charles Luck- 


of Lever Bros. Company; Bruce 
Barton, president, Batten, Barton, 
Durstine & Osborn; Helen Holby, 
director, club contact department, 
Advertising Federation of Amer- 
ica, and Donald D. Davis, vice- 
president, Minnesota - Ontario 
Paper Company. The name of the 


fifth 
later. 
Esther N. Latzke, director of 
consumer service, Armour & Co., 
won the award last year. Several 
honor awards were made also. 


judge will be announced 


Nemo Pushing Brand 
National newspaper advertising 
of Kops Bros., Inc., New York, for 
Nemo Foundations, is featuring 
240-line cartoon ads prepared by 
E. T. Howard Company, New York. 
Copy emphasizes the brand name, 
soft-pedaling the selling angle. 


Elder Joins Riebel 


J. J. Elder Jr., former member 
of the staff of Gardner Advertis- 
ing Company in Louisville and St. 
Louis, has joined R. C. Riebel Ad- 
vertising Agency, Louisville, in a 
service capacity on the Cummins- 
Collins Distilleries account. 


Gavin to ‘Builder’ 

Edward G. Gavin, formerly edi- 
tor of American Lumberman and 
previously editor of the American 
Contractor, has been appointed 
editor of American Builder, Chi- 
cago. 


“Mr. Blank. I insist-I really 


must insist-on spot broadcasting 


4 


for this campaign!” 


advertising. 


Spot broadcasting is the most flexible medium in 


It goes exactly where you want it, 


with exactly the right message for each market, at 


exactly the right time. 


less cost. 


and, to a certain extent, among income groups. 


It reaches more people at 


It is selective among sexes, age groups 


It 


alone can give you the kind of audience you want, 


where you want it, when yen want it. 


It is radio 


advertising at its top efficiency. 


Why don't you insist on spot broadcasting? 


Pioneer Radio Station Representatives 


M\ FREE & PETERS, 1c. *: 


Since May, 1932 


EXCLUSIVE 
REPRESENTATIVES 
WGR-WKBW ..BUFFA 

Ww } 
U 


Lo 

CKY ...... CINCINNATI 
KDAL .....c00- DULUTH 
WDAY ...c.scceee FARGO 
WISH ...INDIANAPOLIS 
WJEF-WKZO GRAND 


RAPIDS-KALAMAZOO 


K MBG KANSAS CITY 
WAVE ...... LOUISVILLE 
WICN ...MINNEAPOLIS- 
ST. PAUL 

WEDD ..i.502005; PEORIA 
Ss ex ssvaiys . LOUIS 
GPU discescs SYRACUSE 

10WA 
eee DES MOINES 
WOO ..s+0e DAVENPORT 
KMA ..... SHENANDOAH 
SOUTHEAST 
WCBM ..... BALTIMORE 
WOOO ..... CHARLESTON 
| eee COLUMBIA 
EE nits cuves RALEIGH 
WOO! isceret ROANOKE 
SOUTHWEST 

KOB ....ALBUQUERQUE 
KEEW ... BROWNSVILLE 
KRIS ..CORPUS CHRISTI 
KX ....+... HOUSTON 
KOMA .OKLAHOMA CITY 
5 eR EES LSA 


PACIFIC COAST 


ésanedas PORTLAND 
SEATTLE 


WRIGHT-SONOVOX, Ine. 


: 180 N. Michigam WEW YORK: 444 Madison Ave. SAN FRANCISCO: 111 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bidg. 


vty Franklin 6373 © 


Plaza 5-4130 


Sutter 4353 


Hollywood 2151 
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Cawl Evaluates Size 
of Farm Market 


In supporting his evaluation of 
the farm market for national ad- 
vertisers in the postwar period, 
Dr. Franklin R. Cawl, director of 
research for Arthur Kudner, Inc., 
presented factual evidence of its 
immensity before a recent meet- 
ing of the American Farm Mar- 
keting Association, 

“It is one of the largest single 
markets in America,’ he pointed 
out, asking, “What other market 
has in it 20,000,000 persons plus 
22,000,000 more in small towns 
mainly dependent on the farmer 
for their living?” 

He said the farm population is 
homogeneous and better educated 
than its urban fellows, and that 
education has developed its tastes 
greatly in the last 20 years. He 
declared it is a market that has 
more done for it than any other, 
through county agents, agricul- 
tural colleges, subsidies, govern- 
ment research, extension services, 
etc. 

The value of farm land, build- 
ings and implements, Dr. Cawl 
asserted, totals $36,701,926,000, 
while railroads and equipment 
equal only $23,538,000,000 and all 
privately owned central electric 
light and power stations and water 
works equal only $13,316,000,000 
He said the gross income of farm- 
ers “even before the war was 
$2,000,000,000 a year more than 
that of all factory workers in the 
country.” 

“The farmer’s average income 
is almost $2,800 a year, about $50 
a year below the average for the 
country,” he said, adding that the 
farmer also pays less rent, less 
carfare, less for food and recrea- 
tion so that his income means 
more to him. 

The farmer is politically strong, 
he pointed out, with 81% of the 
U. S. counties controlled by the 
rural population, 61% of the mem- 
bers of the House of Representa- 
tives and 72% of the Senate elect- 
ed by rural votes. 

Dr. Cawl illustrated his asser- 
tion regarding the amounts of ma- 
terials used by farmers, by show- 
ing their use of rubber as one of 


ey 


How Busthese and Industry Are Preparing for a Peacetime W.. |; 


‘| hours, 


Advertising Age, March ° 
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their specific needs. 

He said there are 300 
where rubber is used on © fay 
beginning with the Ctoy 
trucks, autos and implemen 
which use tires, batteri, , 
belts. Numerous farm b 
need roofing, floor coveriny 4, 
insulation. Each year 15 jyjjjj, 
feet of rubber hose is ld 3 
farmers representing only 5: 
the farm homes. Only 
U. S. farm homes have 
hose. The farmers’ wh b 
1,783,000 pounds of rubber bang 
Dr. Cawl declared, are merely thy 


more progressive ones. Far 
women, the yreatest canners ; 
the U. S., buy 162,000,000 jar ring, 
annually. The greatest baby pro. 
ducing market, it annually py; 
2,386,000 nipples, 336,000 rubb 
sheets and a huge stock of rubly 
pants. Other rubber purchase 


350,000 syringes, 277,000 hot wate 
bottles, 2,505,000 pairs of rubbe 
boots and 7,830,000 pairs of rub. 
bers. 

Dr. Cawl said that other prod- 
ucts follows this pattern pret 
closely, and asserted, “It mean 
that the door is wide open aq) 
this market with money in 
pockets is really beckoning the 
manufacturer to come his way.” 

* * 


Warning against false employ. 
ment theories, Henry H. Heima: 
executive manager of the Natio: 
Association of Credit Men, in 
current issue of his ‘Month! 
Business Review,” declares 
no one knows whether full employ- 
ment after the war will involve 5 
or 60 million peopie. “The dan- 
ger is that if we speak of the en- 
ployment of 60 million people in 
the immediate postwar era instead 
of full employment at norma 
business will be charge- 
able with a discrepancy as | 
whatever extent we fall short of 
the definite figures.” 

On that basis, he suggested that 
the slogan, “full employment of 
normal work week” be substituted 
for definite postwar employment 
figures. 

“Unfortunately too many people 
think of employment as _ bei 
wholly confined to industry,” M 
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“This computation 
large number em- 
n the fields of agriculture, 
ervice, professions, service 
etc. Industry was never 
termined to discharge its 
nent responsibilities, but 
sibility of its doing so is 
nt upon many factors be- 

control.” He said sound 
s, proper incentive for ven- 
ital and a better working 
nent between management 
1 would contribute to bet- 


loyment, 

* ue 
.wakened Quebec, “like a 
ung giant,” is cited for its 


a» potentialities in a current 
‘ The Monetary Times, To- 
business paper. 


irticle declares, ‘““No prov- 
emerged more swiftly into 


vy way of life than Quebec. 


justrialization of her re- 
-accelerated to an unprec- 


s a future of rapid expan- 
The saga of Quebec’s 


wartime development is already 
known—the story of Shipshaw, 
the power plant in northern Que- 
bec which rivals mighty Boulder 
Dam—the seven-times multiplied 
aluminum output—the tank arse- 
nals, aircraft factories, and ship- 
yards; the vastly expanded pro- 
duction of chemicals, newsprint, 
textiles, boots and shoes,” 

An immediate basis for postwar 
jobs for the people of Quebec will 
be found in its mines, forests, 
power plants, road construction 
and building industry, the article 
states. Public works and the de- 
velopment of its rich mineral re- 
sources will provide additional 
work. Air transport will open 
the way to new territories in the 
norwiern part of the province. To 
bring new industries to the prov- 
ince, agencies have been set up 
in New York and in the British 
West Indies; others will be opened 
in London and Paris. 


28 ca 38 


William L. Clayton, Assistant 
Secretary of State, recently pre- 


dicted that postwar U. S. exports 
in the next five years may exceed 
imports by $15 to $20 billion. 

To meet the problem of repay- 
ment, Mr. Clayton urged elimina- 
tion of global trade discrimina- 
tions and tariffs. Economic meas- 
ures are as important as political 
arrangements in efforts to reserve 
peace, he said. “If either fails the 
whole effort will collapse.” Be- 
sides goods and services, he said 
the export excess will be balanced 
in these ways: 

“By the use of existing gold and 
dollar balances held by the rest of 
the world, by credits extended by 
the proposed international bank if 
it should be adopted, by other 
credit facilities, private and gov- 
ernmental, and by investments of 
American business concerns and 
American citizens in industrial and 
commercial activities abroad.” 

a cK 


Weekends in Paris are among 
the postwar air travel schedules 
Pan American Airways is plan- 
ning. In Flying Clippers carry- 


ing 250 passengers, cruising at 
25,000 feet at 280 miles per hour, 
one of the hops would enable pas- 
sengers to have Friday luncheon 
in New York, breakfast next 
morning in Paris, two days: sight- 
seeing and return for an early 
Monday breakfast in New York. 
The round trip cost would be 
$202.50. 


Duane Lyon Will Handle 
Italian Cook Oil Drive 


S. Duane Lyon, Inc., New York, 
has been appointed to handle a 
radio, newspaper, and outdoor 
campaign by the Italian Cook Oil 
Corporation, Brooklyn, for San 
Gennaro, Bravo, and Italian Cook 
Oils brands. Radio programs of 
news and music which will be in 
Italian with possible addition of 
English broadcasts later, will be 
broadeast over WTEL, Philadel- 
phia, and WOV, New York. 

Newspaper insertions in English 
and Italian will be scheduled, as 
well as outdoor posters in English. 
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in the publication that 
is “must-reading’ for 


your best prospects... 


“ Must-reading” because your best prospects function as engineers. They 
may be called Engineers, Production Men, General Managers, Metallur- 


gists or Vice Presidents-in-charge-of-something-or-other . . . 
have the same twin-problems of MATERIALS and METHODS. 
» 


Metals and Alloys, the engineers’ magazine of MATERIALS and METHODS, 
covers and couples both these problems as does no other industrial 


publication. 


As a result, Metals and Alloys’ circulation of 15,000 PLUS is 
delivered to men who function as engineers—and 75% of 


them receive it in their own homes! 


As another result, Metals and Alloys’ pages of paid adver- 


\ 


REINHOLD PUBLISHING CORPORATION 


tising have increased 280% in 5 years. And this 
increase includes a growing percentage of non- 


metallic MATERIALS 


production METHODS. 


Sell your product by selling 
the engineer, through the 
pages of... ’ 


METALS 


and their associated 


ALLOYS 


The Engineering Magazine of the 
Metal Working Industries 
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40 
Wessel Adds Newspapers 


Insertions of 336 lines in news- 
papers from coast to coast are be- 
ing added by Stanley Wessel & 
Co., New York, to a campaign 
which broke last fall in magazines 
to promote the use of V-Mail. 
Wessel, “originator of V-Mail Envo- 
Letters,” urges readers to carry 
V-Mail stationery at all times, 
stamped and addressed beforehand, 
“to jot down news while it’s fresh, 
before you forget.” J. M. Mathes, 
Inc., New York, is the agency. 


ROOF SIGN 


for 


SUB-LEASE 


Suitable for liquor, beer, food prod- 
uct, cigarette, cigar, amusement, 
etc. Will rent for short or long 
period on attractive basis. Box 
6089, Advertising Age, 330 W. 42nd 
St., New York 18, N. Y. 


How Advertisers Handle 
Coupon Returns From Ads 


AA Makes Study 
of Efficiency in 
Answering Inquiries 


Chicago, March 22.—It takes a 
little patient waiting, but most ad- 
vertisers, even in these wartime 
days of shortages, mail delays, 
etc., make good on their free offers 
—everything from product samples 
to recipe books, seed assortments, 
catalogs and guide books. 

To find out how well requests 
for proffered information are be- 
ing handled under existing condi- 
tions, ADVERTISING AGE answered 
71 advertisements picked from tne 
February, 1945 issues of Better 
Homes & Gardens and Woman’s 
Day. Copy in these ads called for 
a postcard, coupon or letter from 
the sender, and, in about 20%. of 
the cases, a three-cent stamp, 


stamped envelope, dimes or quar- 
ters. All 71 requests went out 
from Chicago on Tuesday, Feb. 6. 
Coupons and requests bore an in- 
dividual’s name, and a home ad- 
dress. 

By this week, or after well 
over six weeks had elapsed—59 re- 
plies, or 83%, had come In. But 
for one reason or another—and 
no apparent attempt was made to 
come forward with the reasons— 
12 had failed to respond at all. 


Take Only 2 Days 


Using first-class mail, two of the 
advertisers, Hy gieniec Products 
Company, Canton, O., and J. W. 
Mortell Company, Kankakee, II1., 
had their stories back in the pros- 
pect’s hands by Thursday, Feb. 8. 
By Feb. 10, at the end of the first 
week, five replies, or 7% had come 
in, ..During the second. week, Feb. 
12-17, 19 more arrived, 27% of the 


TO SEE THE HOUSTON 

..eLOOK AT) ct! 
HOUSTON | 
TODAY 


Approximately 80 per cent of all chemical plants 
erected in the United States since Pearl Harbor are 
located in the Houston area. These, with the impor- 
tant chemical industries already here and the many 
planned for the postwar era, will make Houston the 
dominant chemical industrial center of America. 
Houston is at the hub of the great synthetic rubber 
industry on the Gulf Coast which is turning out over 
50 per cent of the nation’s supply. Among many 
other important chemical industries in the Houston 
area is Dow Chemical Company with a $150,000,000 
establishment producing magnesium, styrene, thiokol, 
chlorine, caustic soda, bromine, ethylene dibromide, 
ammonia and nitric acid. Monsanto Chemical Com- 


pany, already operating a huge styrene plant, is 


ox 


See IN tee 


TOMORROW 


AMERICA’S NEW 
Chemical Center 


centration point. 


The Houston Market is sold Him 


THE HOUSTON 


when your story is told 
«ein The Chronicle 


R. W. McCARTHY 


National Advertising Manager National Representatives 


planning a tremendous plastics plant. Newcomers 
include E. I. du Pont de Nemours Company, which is 
to erect a $50,000,000 plant on an 822-acre tract. 

Ninety per cent of the nation’s sulphur is produced 
near Houston. Texas produces 40 per cent of the 


country’s petroleum, and Houston is its major con- 


Unlimited supplies of natural gas 


and of salt from salt domes are found in this section. 
This abundance of raw materials plus low cost natural 
gas fuel and electric service, ample water supply, 
deepwater port, 18 rail outlets and many hard sur- 
faced highways make Houston a natural center for 
chemical manufacturing and distribution. Yet the 
chemical industry is only one of many important 
industries which assure the continued rapid growth 


of Houston, already the South’s largest market. 


CHRONICLE © 


THE BRANHAM COMPANY 


Fast In CIRCULATION and ADVERTISING for the 32nd CONSECUTIVE YEAR 


total. During the third week, Feb. 
19-24, 17 additional communiques, 
or 24%, arrived. During the 
fourth week, Feb. 26-March 3, 7 
replies reached Chicago, or 10% 
of the total. And during the fifth 
week, March 5-10, the number 
went up to 9, or 13% of the total. 
During the sixth week two more 
late comers arrived. 

Here’s the box score of replies, 
day by day, showing the number 
received each day following the 
mailing (Sunday omitted): 


Requests Mailed Feb. 6 


| ae Se S Fev, 34. .... 1 
a’. re @ en Be.....5 1 
Reb, 10...... i. a) Sere 1 
ee a. a ae 0 
| >: Ae S§ March 1..... 1 
ae See QO Waren 2..... 1 
Se) ae 4 Maren $..... 3 
2 See 6 March 5..... 2 
ey ae 3 March 6..... 1 
, 3. Aaeeee 0. 3 
Dem BO.i.... 3 March 8 0 
NS Mas 4 nia 3 March 9..... 2 
. i: jee 2 March 10 1 
a Pe 1 March 12 1 


It is difficult to set a:par for 
good handling of coupon returns in 
these days of manpower problems 


‘co 
Advertising Age, March : 1945 


and slow mail deliveries, 
perhaps worth noting that 
of the 71 requests had } 
swered by the end of tw 
which might be considere: 
mal” amount of time for \QUInEE en 1: 
handling, and only 43 hac -epjig pomp 
by the end of three weeks th 
end of four weeks, the ¢ 
grown to only 50—not mi 
than two-thirds of the ; 
quests. 


On the other hand, 
like Spencer Corset and t! 
ance companies represent: 
group, who use magazine 
as leads for their salesn 
undoubtedly be pleased 
that in this case at lea 
representatives are eagerly 
lowing up all advertising 
Personal or telephone Calis frog 


the Spencer representative and thes, H 
representatives of two insurangiiicts C 
companies were clocked withigiliyalker 
three weeks after the coupon 


were mailed. 


Advertisers who swung into a 
tion during the first short wee 
besides Hygienic Products and 
W. Mortell, included this trip 
Phoenix Mutual Life Insurang 
Company, Hartford, Conn.; Ruth 
erford Food Corporation, Kans 
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THE KEys TO PRESIDENTS’ A¢@inds 


The keys to presidents’ minds will be found in the economic fun- 
damentals that floodlight the horizons of tomorrow. 


Where are we? 


Where are we going? 


The answers to these questions are found in the study and dis- 
cussion of underlying economic forces and facts; for the future is 
revealed by appraising today in the light of the past. Because 
Dun’s Review devotes itself to such basic factors it unlocks the 
door to executive minds. Typical are the following articles from 


recent issues: 


ACCEPTANCE OF ORDERS FOR 


AMERICA’S PART IN REHABILITATING A WAR-SICK 


WORLD— 


BASIC ISSUES IN TERMINATION— 


FREEDOM TO ACHIEVE— 


GOVERNMENT FINANCING OF WAR CONTRACTORS— 


NATIONAL PRODUCT STATISTICS HELP INTERPRET WAR- 


TIME ECONOMY— 


POST-WAR DELIVERY— 
Walter Mitchell, Jr. 


Ellen S. Woodward 
Kennerd W. Tibbitts 


Ompan 
A. L. M. Wiggins lu 


urgh 


Roy A. Foulke pny, § 
vision 
George Jaszi and Milton Gilbert n, O.: 


PATTERNS OF GOOD PRACTICE IN POST-WAR PLANNING— pny, } 


POLICY CHOICES ON RECONVERSION CONTROLS— 
REGIONAL EFFECTS OF THE WAR ON CONSUMER BUY- 


ING— 


THE FOREIGN MARKET FOR FARM PRODUCTS— 
TOWARD AN INTERNATIONAL ECONOMIC PROGRAM— 
WAR MANPOWER PROGRAM—PRESENT AND FUTURE— 


WHAT KIND OF A COUNTRY DO WE WANT TO LIVE IN?— 


Dun’s Review is an “Economic Journal” for the practical business man. It 
presents the fundamental problems and facts affecting business. These |ve 
largely to do with the over-all impact upon business of forces outside ‘he 
immediate control of business—the results of legislation, wars, cycles, econo ic 
and sociological conditions, and pressures. 
the magazine is geared to policy-level application. 


Dun’s Review reaches 20,666 presidents (by actual count) and 35,485 01°! 
executives. They are associated with 28,790 manufacturers (55.9%); 12°97 
wholesalers (24%); 6,191 transportation, communication, public utility, 
establishments, etc., (11.9%); 4,213 banking, financial, and insurance 

These companies represent the major portion of the ‘\p- 


panies (8.2%). 
rated concerns in most fields. 


You can’t get your product into a man’s plant—unless first you get it into is 
Why not unlock the doors to your major prospects with The 


mind. 
to presidents’ minds? 


~ DUNS REVIEW 


Published by DUN & BRADSTREET, Ine 
290 Broadway, New York 8, N. Y. 


CHICAGO CLEVELAND BOSTON 


Erwin H. Schell 
Edwin B. George 


L. D. H. Weld 


John D. Black 


Willard L. Thorp 
ompat 
Lawrence A. Appley ro. Ce 


William L. Batt 


Although scientific in appro.ch, 


LOS ANGELES SAN FRAN‘ 


a ™ 
ey 
: bs | 
{ 
| ! 
| 
tearn: 
nnati: 
; | a any, 
ympa 
“4 roduc 
| fich.; 
= | fich.; 
es | | mot 
i | su 
| PS 
) LOCATION. ......... TIMES SQUARE | 
i Ae 
ES ee 
any, V 
| | oy Inc 
; | | March 16.........1 Durin 
| ostcar' 
| I | ent in 
| — —EE ———E a pred: I 
| , ‘ urst, 
} ; "hae OF : mpar 
ft bat RED QE WO BE eR Vogt | 
_ is, M 
saat . i. ee jeathe: 
ey fs Re Simber 
‘ . 3 ; +4 . f a a ah, Wi 
pees Dae — bau, 
pS : eee ee: 
eee } hs a _. irk; J 
blei if = apes 
a é 5 | , ( _ saceuti 
+ ————# : ¢ a Be - - 
4 a Bek 
pe / . —@)| ae mpar 
& ix fi A mn Ma 
bf si ried {li ec A es ty 
ff a oe oe iN Ss I po . ... . rt C 
ae oy es iy at se “y 3 & Cc 
‘ a Uh PS Pe Lcssadicasd | ~ ie 5 LA any, C 
4 i di a S we a = anktol 
, = a —— a ae : td., Ne 
a la CSS 2 ompar 
 _— ae ee es 
fs a ER Ceo ees ae ee farch | 
je a ae Giemiies x oo Poe eats & a a bs: Mc 
‘ (“uy a 
“ a 
‘ SE 
ago 
A mc 
= uests \ 
P 10 we 
| Po nt alo 
urpee 
‘ood 
1-P\ 
PE a; Ay 
ew Yc 
rt, N. 
rood ( 
E-Z-] 
a r a >. or 2 b if 
pre etd A se ia "9 fa 7 i ot. ee 
ee 
De : 
a a a EE ee , 


bdver’ sing Age, March 26, 1945 


ity, and U. S. Machine Corpora- 
| -banon, Ind. : 

"the -econd week, Feb. 12-17, 
ough’ answers from these 19 
avert ers: Aetna Life Affiliated 
\qUirgRypmpa: ies, Hartford; Charles B. 
epliefi ox celatine Company, Johns- 
wn, ». ¥.; Hammond Instrument 
mparly, Chicago; Condon Bros. 
pedsmin, Rockford, Ill.; R. H. 
humway Seedsman, Rockford; 
mm, Henry Maule, Philadelphia; 
earns & Foster Company, Cin- 
nnati; Glaser, Crandall Com- 
any, Chicago; Meyer Furnace 
mpany, Peoria, Il.; Polk Miller 
oducts Corporation, Richmond, 
‘,: §t-helin’s Nursery, Bridgman, 
fich.; Emlongs, Stevensville, 
ch; Earl Ferris Nurseries, 
ampton, Ia.; Stern’s Nurseries, 
“oneva, N. Y.; Inter State Nurser- 
; Hamburg, Ia.; Gerber Prod- 
ts Company, Fremont, Mich.; 
Walker's Austex Chili Company, 
hystin, Tex.; Mentholatum Com- 
any, Wilmington, Del., and Spen- 
~r==iler Inc., New Haven, Conn. 


17 in Third Week 


During the third week after the 
postcards and letters went out, 
eb, 19-24, these 17 advertisers 
ent in the material they had of- 
red: Durkee Famous Foods, Elm- 
urst, N. Y.; Bennett Fireplace 
mpany, Norwich, N. Y.; Knape 
Vogt Mfg. Company, Grand Rap- 
is. Mich.; Chamberlin Metal 
feather Strip Company, Chicago; 
Kimberly-Clark Corporation, Nee- 
ah, Wis.; Red Cedar Shingle Bu- 
au, Seattle, Wash.; Benton 
ds unty Nursery Company, Rogers, 
irk; National Chemical & Mfg. 
ompany, Chicago; Union Phar- 
; saceutical Company, Bloomfield, 
‘un- J.; Henry Field Seed & Nursery 
mpany, Shenandoah, Ia.; West- 
m Maine Forest Nursery, Frye- 
urg, Me.; Burgess Seed & Plant 
mpany, Galesburg, Mich.; Lock- 
rt Cotton Batting Company, 
dis- rkport, N. Y.; Lever Bros. Com- 
any, Cambridge, Mass., Gurney’s, 
ankton, S. D.; Penick & Ford 
LUSt td, New Orleans, and Olson Rug 
the ompany, Chicago. 
rom 


re 1S 


Seven Come In 


In the fourth week, Feb. 26- 
larch 3, the AA bargain hunter 
eard from these seven compan- 
bs; Moran Shoe Company, Car- 
le, Ill.; Coleman Lamp & Stove 
ompany, Wichita, Kan.; Pitts- 
urgh Plate Glass Company, 
ittsburgh; St. Charles Mfg. Com- 
any, St. Charles, Ill.; Frigidaire 
ivision of General Motors, Day- 
in, O.; American Molasses Com- 
eny, New York, and Crane Co., 
hicago. 
A month or more after the re- 
uests went out, during the March 
10 week, these nine advertisers 
pnt along their material: W. Atlee 
urpee Company, Clinton, Ia.; 
od Conversion Company, St. 
aul, Minn.; Richard Hudnut Sa- 
n, New York; Joseph Burnett 
ompany, Boston; F. E. Myers & 
to. Company, Ashland, O.; Co- 
ard-Pyle Company, West Grove, 
a; American Thread Company, 
ew York; Upson Company, Lock- 
It tt, N. Y., and United States Ply- 
ve food Corporation, New York. 
the E-Z-Do, New York maker of 


500,000 ~~ 


STOCK PHOTOS 


wardrobes, storage chests and|sociation, New York. A _ second 
closet accessories, started off the| booklet, “How to Save Fuel and 
March 12-17 week by delivering} Stay Healthy,” shows the need for 
the small, 16-page decorator book- | proper insulation in homes already 
let offered in its Woman’s Day| built and explains that certified 
column ad, along with a brief let- | work by authorized Eagle contrac- 
ter explaining that while needs of|tors provides a certificate stating 
the armed forces now limit pro-|that it has been completed “in 
duction and keep stocks short,|compliance with Eagle-Picher’s 
many new E-Z-Dos will be avail-}own rigid _ specifications.” <A 
able after the war. smaller folder boosts Eagle paper- 

The direct mail sales argument | &ncased batts and blankets for use 
for “certified insulation jobs” on|i® new construction or where at- 
present or future homes, as pre-| ics are unfinished. Back pages 
sented by Eagle-Picher Sales Com- | °f both company booklets provide 
pany, Cincinnati, did not arrive | SP@ce for names of lumber yard, 
until’ March 16—38 days after the | building supply dealer or insula- 
coupon in its half-page Better|tion engineer—in this case left 
Homes & Gardens ad was sent in, | blank in both instances. 

The envelope contained three 
insulation booklets, one a U. S. 12 Fail to Answer 
Bureau of Mines circular reprinted But 12 of the 71 still have 
for distribution at cost “as a con-| failed to put in a direct mail ap- 
tribution to the war program” by|pearance, including, Riverbank 
the National Mineral Wool As-| Canning Company, New York, Corn 
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Products Sales Company, Newl]of course), and a book describing 
York; Alexander Smith & Sons] uses of baking soda and an accom- 
Carpet Company, New York;|panying set of colored bird cards. 
Church & Dwight Company, New 
York; Johns-Manville, New York; 
Eljer Company, Ford City, Pa.; 
Western Pine Association, Port-| BBG ELV TELIA UL yaL ia 
land, Ore.; L. J. Mueller Furnace i 

Company, Milwaukee; Eagle- 
Company, Milwaukee;  Interna- 
tional Mill & Timber nay. = 
Bay City, Mich. and . Atlee 

Burpee Company, Clinton, Ia. (the FACT NO. 17 — 
seed company was sent a quarter , 
for three fancy leaf Caladium 7 psd gy me tov 
bulbs which probably shouldn’t | all paid subscriptions go- 
go in the ground this early, any- Hy My petertes}. 
way, and will be shipped at the] aj other publications by 
proper time). 1650. Ask for the com- 


Still missing enroute, F of poe See. 
stock temporarily, or never dis-| sep; > ’ Pusevrourntwexts'st 
patched are half a dozen booklets, = BAKERS HELPER caressa s wunor = 
a catalog, two recipe folders, a = igs 5 agli t aggeos 
portfolio of ideas for postwar PUBLISHED EVERY TWO WEEKS 
homes (there’s still time for this, 


ae eed \ ' 
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There is nothing more convincing 


than a CHAMP! 


In every phase of human activities, there 
men—and one Champ. 


So it is in the publications field. 


Competition is keen, publications come 
some are born to blush unseen. But there 


and shoulders above its field, is CHAMP. 


For 37 years it has supplied the appliance industry 
with authentic statistical and sales planning data. 


For 37 years Electrical Merchandising’s top-flight 
editorial staff has given readers food for thought— 
and for action. Not glittering generalities, but the 
stuff that profits are made of. 


For 37 years it has been the accepted meeting ground 
—and guidebook—of appliance retailers and manu- 


The Retailers’ Choice hy 7 


THERE IS ONLY ONE ELECTRICAL MERCHANDISING 


ELECTRICAL MERCHANDISING 


are many good men—some outstanding 


and go. Some achieve fleeting fame, 
is always one—ONLY one—which, head 


facturers as has no other publication in its field. 
Electrical Merchandising is the recognized source of 
marketing information. 


Yes, there’s only ONE Electrical Merchandising— 
and it is CHAMP! 


to7 a” % 


NEW YORK 18, N.Y. 
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You can’t raise 
ifur coats with pockets 


= @ The word POSTWAR sounds pretty seductive. It sure 
S has caused a lot of talk about After-Victory miracles. 
It brings up the story of the Australian furrier who 
dreamed of crossing a mink with a kangaroo so he 
could raise fur coats with pockets. 


= We will be the first to welcome meltless ice, roof-nest- 
ing helicopters, tail-engined automobiles — and the pa- 
rade of slipstreamed gadgets floating around in test 
tubes and press agents typewriters. 


But that only makes our basic job —more sales through 
wider distribution— more important. 


Business will still depend upon the likes and dislikes 
of two great groups — people who buy and consume; 
people who buy and sell. 


= Nocatchword or open sesame will lighten the respon- 
§ sibilities of retail distribution. Department stores, inde- 
| pendents, chain groups, mail order houses and direct 
salesmen must all do a greater job than they ever 
= have done. 
© For twenty years we have specialized in publishing 
® seven business papers* covering one phase of Ameri- 
ca's distribution—chain stores. Our contribution toward 
greater distributive efficiency is the supplying of in- 
formation which is vital to any product or service with 
chain store sales possibilities. 
Three of our marketing maps contain facts and figures 
™ on grocery, variety and drug chain operations. We 
© publish three free monthly bulletins that analyze de- 
= velopments in major chain fields. These services are 
designed to help you plan chain field operations on 
a factual basis. They are available to you without cost 
or obligation. 
= Maybe it’s about time we restricted our reaching to the 
| kind you can do with at least one foot on the ground. 


CHAIN STORE AGE 


@ 185 Madison Avenue, New York 16 
: @® 612 North Michigan Avenue, Chicago 11 
* 


VARIETY EXECUTIVES EDITION 


GROCERY MANAGERS EDITION 


GROCERY EXECUTIVES EDITION ADMINISTRATION EDITION 


FOUNTAIN-RESTAURANT SECTION 


The covers thal cover the chains Chat cover astmerica 


VARIETY MANAGERS EDITION 
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Business Faces 
Greatest Fight, 
Berkowitz Says 


Los Angeles, March 20. — In 
keeping national income high and 
providing adequate jobs, American 
business faces the greatest strug- 
gle of its career—for the greatest 
prize in history—Mortimer Berk- 
owitz, general manager of The 
American Weekly, declared in 
talking to groups of business and 
advertising agency executives dur- 
ing the past two weeks here and 
in Seattle, Portland and San Fran- 
cisco. 

Calling attention to the gross 
national product in 1944 of $196,- 
300,000,000, he said the war ac- 
counted for $86,000,000,000, of 
which probably $60,000,000,000 
will have to be replaced by civil- 
ian production. Estimates of busi- 
ness volume for °’47, he pointed 
out, range from $123,000,000,000 to 
$140,000,000,000. 

“Industry now has available 
13,750,000 more trained workers 
from the low to the highest levels, 
when the time comes to turn on 
the speed for peacetime business,” 
he said. “So it is apparent that, 
given proper confidence, American 
business has all the elements 
necessary to produce for a record 
national income.” 

Consumer savings, he added, are 
tremendous, including heavy war 
bond purchases, and the amount 
deducted for payroll savings last 
year totaled $5,546,000,000. 

The American Weekly, which 
reduced its size a year ago, has 
increased its circulation 332,186 
and is now in excess of 8,200,000, 
Mr. Berkowitz said, declaring that 
this increase was the largest of 
any national publication, During 
1944, he said, the magazine carried 
533 color pages and led all na- 
tional publications in volume of 
food linage. 


173 Dailies Increase 
Circulation Rates 


Of 1,026 newspapers replying to 
an American Newspaper Publish- 
ers Association survey on_ in- 
creased circulation rates during 
1944, only 173 report having made 
increases in one or more classi- 
fications. and 853 report no in- 
creases. In 1943 a total of 556 
|newspapers reported circulation 
|rate increases. 
| One hundred and nineteen 
| papers reported no loss in circula- 
fms as a result of increased prices. 
Forty-nine papers announced gains 
ranging from less than 1% to 20%. 
One reported a circulation in- 
crease of 90%, and one an increase 
of 203%. 

A total of 35 papers disclosed a 
loss of 5% or less, with many re- 
porting total or partial recovery 
of the loss. Many papers in- 
creased mail rates only. 


Esso Marketers Plans 
Educational Film Series 


Esso Marketers, New York, has 
started work on a series of 30- 
minute educational motion pic- 
tures, devoted to the 18 states in 
| which Esso products are sold. The 
pictures, in color and sound, will 
be distributed to division offices 
‘and will not be released to the 
| public until after the war, to avoid 
travel stimulation. 

The first in the series will be 


| 


|“*Make a Date with West Virginia,” | 


on the state’s coal, oil and agri- 


cultural industries, historical back- | 


ground and recreational facilities. 
Scheduled next for 
will be “New 


completion | 
England—Vacation | 


Land” and ‘‘Romantic Louisiana.” | 


Jackson to ‘Newsweek’ 
Charles J. 
financial 


former 
manager 
News, and 
advertising 


Jackson, 
advertising 
of the Chicago Daily 
|}previously western 
representative of the Wall Street 
Journal, has joined the Chicago 
advertising staff of Newsweek. 


Heads Don Juan Canada 

Albert A. Taylor, formerly vice- 
;}president and managing director 
of Clifton Ltd., cosmetic manufac- 
turer, Toronto, has been appoint- 
ed general manager of Don Juan 
(Canada), Toronto, supervising 
| advertising and sales activities. 
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FEBRUARY SALES OF CHAIN STORES 


7-——February——, % Gain -——2 Months— tn 
1945 1944 or Loss 1945 194¢ a 
Food Chains Log 
NE oo eas cad ..$ 4,629,245 $ 4,065,151 +13.9 $ 9,202,545 $ 8 \44 
Kroger Groc. & Bak. Co 34,603,852 32,447,966 +7.0 67,980, 184 64,948 
National Tea 7,502,615 7,647,065 —1.9 14,833,414 14 465 
Group Total $ 46,735,712 $ 44,160,182 +5.8 $ 92,016,143 $ 87,559 
Mail Order 
Sears, Roebuck $ 69,901,333 $ 60,145,253 16.2 $144,394,835 $119,885 
*tSpiegel ...... 4,479 86| ; 7,607,973 
Montgomery Ward 44,561,921 37,516,440 +18.8 90,195,176 73 326 j 
Group Total $114,463,254 $ 97,661,693 +17.2 $234,590.91) $193,212 
Drug Chains 
aCrown ; $ 880,306 $ 837,895 +5.1 $ 4,943,313 $ 4,680 
Walgreen 8,805 302 9,246,742 —4.8 18,054,000 18,462 
Group Total .. ; ..$ 9,685,608 $ 10,084,637 —4.0 $ 22,997,313 $ 23,143 
Variety and Miscellaneous 
Bond Stores ............+-...$ 3,286,021 $ 2,743,994 +19.8 $ 6608451 $ 5.52 
Butler Bros. ... 9,112,544 8,899,259 +2.4 17,503,260 16,699 
*#Colonial Stores, Inc 7,190,753 7,190,771 ; ; 4 
Diamond Shoe Corp... | 767,885 1,732,993 +2.0 3,534,717 3,648 
Diana Stores Corp 502,826 419,852 +19.8 4,498 344 3,670 
*+Edison Bros. 3,167,245 me 6,219,123 
Grant, W. T. 10,683,326 9,983,822 +-7.0 21,432,855 19,460 
Green, H. L 4,433,401 4,191,083 +5.8 8,954,374 8,309 
Interstate Dept. Stores.. 2,889,455 2,403,418 +-20.2 5,636,408 4,999 
Kresge, S. 14,698 599 14,500,198 +1.4 28 823,558 28 231 
*+Kress, S. H. 8,744,243 ie 17,771,813 
Lerner . 5,657,785 4,889,178 +-15.7 11,370,667 9,919 
McCrory 4,746,742 4,424,882 -+7.3 9,482,196 8,600 9 
McLellan Stores 2,713,100 2,406,743 +-12.7 5 468 529 4 808 
*tMelville Shoe Corp 1,970,856 2,014,582 —2.2 
Murphy, G. C. 6,330,243 5,392,736 +-17.3 12,288 866 10,523 
Neisner Bros. ; 2,501,326 2,286,724 $9.4 4,793,560 4,454 
*+Newberry, J. J. 6,365 686 12,541,981 
Penney, J. C : 33,886,291 30,888,618 +9.7 70,198,566 61,1529 , 
Western Auto .. 3,325,000 2,809,000 +-18.4 7,041,000 5,581.0 2% 
Woolworth, F. W.. 31,517,083 30,979,266 -+-1.7 62,993, 34! 60,372 14 
Group Total ... $138,051,627 $128,951,766 +7.1 $280,628,692 $255,955 199 4 
Combined Total $308,936,20! $280,858,278 +-10.0 $630,233,059 $559,870,.219 +1) 


*Not included in totals. 
tNo comparison with 1944. 
aFive month period. 


S. Duane Lyon Named 


Lord Calvert Beverage Com- 
pany, Brooklyn, newcomer in the 
beverage field, making carbonated 
drinks and syrups, has named S. 
Duane Lyon, Inc., New York, to 
handle advertising. Newspapers, 
posters and display ads will be 
used later this spring. 


J. M. Miroff, vice-president and 
general manager of Royal Metal 
Mfg. Company, Chicago, has been 
appointed president, succeeding C. 
E. Gaul, retired. Irving Grom- 
bacher, formerly vice-president in 
charge of sales, has been promoted 
to vice-president and_ general 
manager. 


‘Stockton Record’ Ups 5 
Lloyd Drury, formerly local dis 


Stockton, Cal., has been appointe 
advertising manager. Also pr 
moted were: Ross Williams to gen 
eral manager; Earle Edmiston | 
assistant managing editor; M 
Bennett, city editor, and Leo d’( 
local display manager. 


Westmore Plugs Overglo 


House of Westmore Canad: 
Montreal, is planning an introdu 


Westmore Overglo. 
of the product to department a! 
drug stores has been completed 


play manager of the Record 


tory campaign in leading Canadiar 
dailies to promote its new product 
Distributior 


THE “us ey 10’s’’ 


a 


eee 


— ag Og P : 
THE DEPARTMENT STORES 


OF THE MASSES... 


These stores handle over 30,000 different items popularly price. 
from 5c to $5.00 and over, to meet the needs of the masses. No 
matter what size city, town, or village you go into, the syndica'« 


variety stores get the traffic. 


Many of these stores do over a million dollar annual volun 
In the 5000 odd stores comprising the big 12 group the avers 


annual volume per store is over $275,000.00. In this import: 


group of stores alone, which did a volume of $1,411,685,655 in 1° 
The Merchandiser gives you a coverage of nearly 12,000 key peop: 
A mass distribution market efficiently geared to handle post-» 


mass production. 


Don’t overlook this tremendous market 


POST-WAR PLANS! 
A 


and 
and 


dise 


ing exclusively to the 5 & 10 to $1 


in yo 


highly specialized medium ca! 


up syndicate variety stores. 


Editorially slanted to the proble 


interests of the store manag 
their assistants, who do the ¢ 


in and day-out ordering of merch 


for this approximately two bill 


dollar market. 
Total 

DERING circulation 16,514 k 

people in 8300 stores. 

Largest audited circulation in the {i 


MERCHANDISE-O | 


The Magazine of 
THE “5 & 10’s’’ MARKET 


CCA 


SYNDICATE STORE MERCHANDISER 


79 Madison Ave., New York 16, N. Y. 
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\PA Plans Awards 
 KewSpaper 
omotion Work 


cleveland, March 22.—The Na- 
nal Newspaper Promotion Asso- 
ation, following a meeting of 
moors here, has set up two awards 
recognition of “the importance 
} promotion,” to be given an- 
yally to @ newspaper and to a 
pwspaper executive. 

further details on entry rules, 
ging committee and the like 
| be announced later, accord- 
7 to Lawrence W. Merahn, pro- 
tion director of the New York 
yn, who has been appointed 


Tt was emphasized by Russell 
Simmons, Cleveland Press, and 
NPA president, that the pub- 
sher or executive who wins the 
dividual award will not neces- 
rily be associated with the win- 
ing newspaper. 

Citations will read—“To the 
ewspaper which gives greatest 
cognition to the importance of 
romotion and utilizes its forces 


5 5 fp the greatest extent for organiza- 
on progress and public benefit” 
‘al disind “to the individual on a news- 


cord 
Donte 
O pr 
to gen 
ston { 
"; Me 
o da’( 


apr who has been most instru- 
ental in advancing the utiliza- 
ion of newspaper promotion in 
s broadest sense.” 


Plan Regional Meets 


At the meeting, it was also de- 
ided to offer “non-voting asso- 
iate memberships” in NNPA to 
ublishers’ representatives, trade 


tglo ublications, advertising agencies 
‘anadamnd newspaper supplements, as a 
roducaagweey of “giving impetus” to a 
nadiagmmeembership drive which has as 
roductgEs goal 500 newspapers. The next 
ibutiogmegional meeting, Mr. Merahn 
nt angled, will be held the end of April 
eted. ge New York for eastern officers 

nd directors. These regional 


essions are being held this year 
m place of the canceled annual 
onvention. 

Attending the Cleveland session, 
t which the Cleveland Press was 
lost, were Mr. Simmons; Mr. 
lerahn; Ramon Cram, Columbus 


Dispatch; Lyndon West, Detroit 
ree Press; Pierre Martineau, 
femphis Publishing Company; 


rank Knight, Charleston Gazette; 
urt Conlee, Milwaukee Journal; 
larold Riesz, Cincinnati Post, and 
enneth A. McMillan, Toronto 
ptar. 


tamsey Promotes Two 


A. M. Walgren, account execu- 
n lve of L. W. Ramsey Company, 
‘venport and Chicago, has been 

lamed a partner of the agency, 
ind director of service on all Dav- 

hport accounts. G. E. Bischoff, 

1. ormer account executive, on leave 
™ ‘ absence in ordnance work at 
r ‘est Point, N. Y., for the past two 
ears, has rejoined the company 

a partner. 


WNAX Farm Film 
Viewed by Admen 


Answering the question, “Why 
a radio station in Yankton, S. D.?” 
the management of Station WNAX, 
Yankton, is presenting a sound- 
film illustrating its great farm 
market potential before advertis- 
ing and radio executives in Chi- 
cago, New York and other cities. 

The film portrays a typical mid- 
west farm family’s day, and shows 
how dependent the modern farmer 
is on his radio. 


Joins National Export 

Anna F. Schneider, formerly of 
Irwin Vladimir & Co., and the 
Latin American division of J. Wal- 
ter Thompson Company, New 
York, has joined National Export 
Advertising Service, New York, as 
space buyer. 


Gilmore-General 
Merger Clears 
Deck tor Postwar 


San Francisco, March 20.— The 
recent merger of Gilmore Oil Com- 
pany with its parent, General Pe- 
troleum Corporation, a Socony- 
Vacuum subsidiary, is regarded 
here as a move having in view 
the postwar expansion of automo- 
tive and tourist service facilities. 

Gilmore has been unusually suc- 
cessful in the establishment of its 
own stations and independent deal- 
ers up and down the Coast, and 
operated 145 stations of its own 
in the San Francisco area alone. 
In addition several thousand in- 
dependent dealers displayed its 
brands. 

Now that General Petroleum has 


absorbed Gilmore, the Socony- 
Vacuum gasoline and oil brands, 
Mobilgas and Mobiloil, are being 
displayed by the same stations, 
and the addition of these numer- 
ous retail outlets to the Mobiloil 
standard is being celebrated with 
newspaper advertising in all Coast 
cities. 

Although the promotion of tour- 
ist business of any kind is being 
discouraged at present, it is an 
open secret that all concerns in- 
terested in the field expect a rec- 
ord-breaking business after the 
war, and the oil companies are 
getting ready for it. They and 
others watching this situation are 
confident that the huge numbers 
of servicemen from other parts of 
the country who have received 
training here or embarked for 
overseas service from Coast ports 
will be an active factor in the pro- 
motion of postwar tourist business. 
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Field Joins Compton 


Paul Field, recently Washington 
correspondent and feature writer 
for Associated Press, has joined 
the radio copy staff of Compton 
Advertising, New York. 


How to get the Sales Deoartment 


Behind Your Advertising 


MAYBE THE SALES DEPARTMENT isn’t interested in your 


r 
"We got the 


best artist in town 
to make these..." 


r 
“Field calls on 


| 


ae ee eee eee RRO Eee eee 


your customers and 
prospects told us...” 


: 


company’s advertising. 


Maybe it’s your fault! 


At sales meetings it’s traditional for the advertising 
manager to display his past and future program. And 
too frequently when the gang say “‘Nice going, George”’ 
you have an uncomfortable feeling that they’d trade 
the whole works for an increased commission of .00002%. 


Of course, they don’t understand advertising, in many 
cases. And they’re not interested in academic discus- 
sions. But they do understand their customers and 
prospects. And they’re plenty interested in what you’ve 
got to say — after you’ve been out in their territory. 


That’s why field work is so helpful in getting the sales 
department behind your advertising — and in getting 
your advertising behind the sales department! 


Here’s a line for your next meeting that we guarantee 


will make them sit up. 


Tell them that the advertising program you are sub- 
mitting is not based on what you think is good or the 
sales staff likes — but on what customers and prospects 
say they need to help solve day-to-day problems. 


Then read a field report or two. Show how a specific 
ad answers the questions brought up in these reports; 
how it sells your product by offering help rather than 


hoopla: 


Field work isn’t expensive when measured against 
results. Try it. We’ve got a little booklet “Finding Out” 
that should be helpful. The coupon below will bring 


you a copy promptly. 


ABP’s Business is to Boost Your Business 


THE ASSOCIATED BUSINESS PAPERS 


205 East 42nd Street, New York 17, New York 


Please send me 


(check) Name 
“Finding Out'’—a book 
let on technique of field 
Company 
Toheck] research 
“Intensive Advertising” Address a 
by John E. Kennedy 
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Don’t overlook 
The American Girl... 


she’s tomorrow’s 
American woman! 


Hasits learned early are the 
habits that stay. Far-sighted 
advertisers teach buying habits 
now to THE AMERICAN GIRL’S 
teen-age leaders ...and reap 
their rewards in life long loyalty. 


Selling to Women While They're Young 


800,000* readers say —"'Grow along with us!"’.. . $810 per page... 225,000 ABC 
PUBLISHED BY THE GIRL SCOUTS, 155 E. 44th St.,N. Y.17 © MEMBER OF THE YOUTH GROUP 
* Based on readership survey tavulated by 1. B. M. 
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Blue Reviews 
Its Stand on 


News Policies 


New York, March 20.—Follow- 
ing the announcement March 15 
by NBC that middle commercial 
announcements will be eliminated 
from all newscasts (AA, March 
19), the Blue Network released a 
letter to station affiliates explain- 
ing that network’s policies con- 
cerning news broadcasts. 

After reviewing the definitions 
of newscaster, news analyst, and 
news commentator, and citing the 
“obvious considerations” covering 
all news scripts, such as conform- 
ity with good taste or with the 
censorship code, the Blue listed 
six points which its news sponsors 
should follow: 

1. When commercial messages 
are inserted in the body of a news 
program, there shall be a definite 
pause between a news item and 
the commercial. 

2. It is not permissible to use 
the statement of news as a “spring- 
board” for the introduction of 
commercial copy. 

3. The commercial message 
must be preceded by a statement 
distinguishing it from the news. 

4. No so-called “teaser” items 
which would convey the thought 
that important or unusual news is 
being withheld in order to present 
commercial copy will be allowed. 

5. On a five-minute news pro- 
gram no middle commercial is 
permitted. 

6. On news programs of ten 
minutes and longer the use of a 
middle commercial which inter- 
rupts the continuity of thought is 
not permitted. If it does not in- 
terrupt continuity, it is permitted, 
with insertion determined by the 
network. 


Moore to KMOX 


David Moore, formerly with 
Billboard, Chicago, has been ap- 
pointed publicity director of 
KMOX, St. Louis. 
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CCA Dues Increase | 


Controlled Circulation 4 4) , 
announced an increase of a 
mately 20% in rates cove, |. 
lication membership dues Che j 
crease was made necessa) ‘ 
creased costs of operatio 
the last two years, acc 
Frank L. Avery, managi; 


BBDO Shifts Webb 


Kenneth Webb, producer-direc- 
tor for Batten, Barton, Durstine & 
Osborn, New York, handling Arm- 
strong Cork’s “Theater of Today” 
on CBS, has been transferred to 
the agency’s Hollywood office to 
serve in an advisory capacity, 
among other duties, on the Cresta 


Rol 


Blanca “This Is My Best” program |tor. CCA now has 176 

(CBS), and the du Pont “Caval-|members, 51 advertisers New 

cade of America” on NBC. agency members. mary | 
paign | 
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THE MAN IN 
THE MOON 1S 
SURE HAPPY J 


YES, HE CAN HEAR 
WHKC, corumeus, 
SINCE IT WENT 
FULL TIME, DAY AND 
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Distillation Products, Inc. 


755 Ridge Road West, Rochester 13, New York 


Pioneering High Vacuum Research 


Olilalion Process 


- - WHAT CAN IT DO FOR YOU 


At the moment, for advertising men, practically nothing. 


The molecular distillation process can distill chemicals of 
high molecular weight, including many so-called “‘undistill- 
able” substances. 

It may be able to salvage useful materials out of what 
is currently total waste. 

It is a new tool for chemical engineers 
useful technique in the laboratory but a commercially 
developed process. 

If you see, as we do, some interesting possibilities for 
unique products from the use of this new process, write for 
additional information. 
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Council Will Aid 
Campaign on U. S. 
Pole for Peace 


New York, March 22.—Prelimi- 
nary plans for a nationwide cam- 
saign to focus public attention on 
‘he need for cooperation of the 
United States with other nations 
on a program to insure lasting 
peace were announced this week 
by the War Advertising Council. 
Business concerns will be asked 
to present messages in their ad- 
vertising on the facts about inter- 
national cooperation. The proj- 
et has been worked out after 
eonsultation with specialists on 
foreign relations, including offi- 
cials of the State Department, non- 
svernment organizations, jour- 
nalists, economists and business 
Jeaders. ' ; 
“In undertaking this program,” 
said James W. Young, J. Walter 
Thompson Company, council 
chairman, “we are proceeding on 
the premise that international co- 
operation is a non-partisan issue, 
aupported in principle by both 
major political parties . . . and, 
according to recent public opinion 
polls, by more than 90% of the 
‘American people. 


An Informative Role 


“We do not intend to assume 
the role of advocate ... for any 
specific world organization plan,” 
Mr. Young pointed out. “Our sole 
objective is to get before the peo- 
ple the fact that no durable inter- 
national plan to wipe out wars 


as can hold together unless it is 
backed by strong and continuing 

KC public opinion. ; 
‘ “The directors of the council 
Station feel that through advertising the 
basic concept of international co- 

'E peration can be reduced to its 
co. essentials, effectively dramatized, 
ar and made more understandable to 


the American people.” 


The campaign will show the ex- | 


tent to which the airplane has re- 
duced the “size” of the world; will 
stress that international coopera- 
tion is simply an extension of 
peaceful community living, and 
that a lasting peace can become 
areality only if the people of each 
nation make a concerted effort to 
trust and understand the people 
of all other nations. 


Volunteer Group Formed 


A volunteer group of advertis- 
ing men, formed to prepare copy 
lor the campaign, is headed by 
Ted Patrick, Compton Advertising, 
Inc, and is composed of Edward 
Dexter, Compton Advertising; 
Walter Nield, Young & Rubicam; 
Howard Newton, J. M. Mathes, 
Inc, and Silas Spitzer, Weber & 
Heilbroner, men’s clothing store. 
The campaign is expected to get 
under way before the start of the 
vnited Nations conference in San 
Francisco the end of April. 


AT&T to Cleveland 


R. A. Hughes and A. N. Semple 
»' the Chicago offices of American 
‘lephone & Telegraph Company, 
de opening Cleveland offices for 
he trademark service department. 
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Ch’ EQUAL KOA’s DOMINANCE 


50,000 WATTS 
TOP NBC PROGRAMS 

| 7 STATE COVERAGE 

| DEALER PREFERENCE (68.8%)* 

LTENER LOYALTY (69%)** 
SALES RESULTS > 


i. ss-Federal Survey 
| ° \aleof412Cities’”’ 


ig the Mountain & Plains States Region 
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| Join Audit Bureau 


Audit Bureau of Circulations has 
elected the following members: 
General Petroleum Corporation of 
California and Union Oil Com- 
pany of California, Los Angeles; 
Lockheed Aircraft Corporation, 
Burbank; North American Avia- 
tion, Inglewood, Cal.; Pacific Gas 
& Electric Company, San Fran- 
cisco, and Brisacher, Van Norden 
& Staff, San Francisco. 


Lehigh in Rail Series 

Lehigh Valley Railroad points to 
its 50 years of service in its cam- 
paign in on-line city newspapers 
as part of the seventh series of 
coordinated campaigns by eastern 
railroads. 

The series is keyed to the over- 
all theme of railroad progressive- 
ness. Caples Company, New York, 
is Lehigh’s agency, 


Blundell to Head 
Active Promotion 
of Gulf Southwest 


Dallas, March 21.—An ambitious 
program to promote the resources 
and opportunities of the Gulf 
Southwest area, including Texas, 
Oklahoma, Arkansas, Louisiana 
and New Mexico, has been com- 
pleted by the Gulf Southwest In- 
dustrial and Agricultural Confer- 
ence, and will go into active opera- 
tion in April, according to the 
conference president, John W. 
Carpenter of Dallas. 

James H. Blundell, information 
executive of the OPA office at 
Dallas, has resigned to serve as 
executive director of the program. 
A research department is being 
established as a clearing house for 


information to industries inter- 
ested in the region and a national 
ad campaign, using press and 
radio, will be mapped out to sup- 
port the drive. 

Gulf Southwest was organized 
about a year ago by leaders in in- 
dustry, business and agriculture 
in the five states and is headed by 
an advisory board of the gover- 
nors of the five states involved. 


ANPA Reports Decrease 
in Use of Newsprint 


Daily newspapers reporting to 
the American Newspaper Publish- 
ers Association decreased their 
consumption of newsprint paper 
in February, 1945 by 4.1% com- 
pared with February, 1944, and 
20.2% compared with 1941, the 
base for calculating allowable use 
by newspapers. 

February, 1945, 


consumption 


45 


was 175,062 tons, and total esti- 
mated newsprint consumption in 
the United States for February, 
1945, was 241,465 tons. 
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How much advertising 
minute ! 


AN IMPORTANT QUESTION IN 
THESE DAYS OF SPACE SHORTAGE.... 


} be really amazed at what can be accomplished 


in one minute. For example, did you know: that a 


fighter pilot can travel six miles in this short time — 


that you can climb fifty stories in a modern skyscraper 


in less than 60 seconds — or that in just one minute 


you can advertise in four different ways? 


Yes, youll be surprised at what can be done in a 


one minute film scenario as produced by Motion Pic- 


ture Advertising. It’s a complete sales story, with 


sound effects and voices . 


. » Just as you hear in a 


radio commercial. And what’s more — you see actors 


demonstrating your product. All this can be 


told in as many words as are usually found 


in a full-page imagazine ad. Four different 


ways combined to advertise ... 


| ' 
econas. 


Today, space shortage has caused a tre- 
mendous demand for additional effective 
coverage in local and national advertising. 
Through its one minute film scenario, Motion 
Picture Advertising reaches as many as 
20.000.C000 potential 


comfortably in 10,000 theatres. National markets and 


special markets are all within reach. 


y q 


¥ 


Today it’s easy to carry out effective motion picture 


advertising. Producing films, preparing scripts, and 


giving market data are a part of our service. Good 


will resulting from sound business arrangements with 


motion picture theatres has made distribution another 


well controlled part of our service. See for yourself 


how potent this media can be. Simply write or phone 


to any one of the offices listed below. 


in just 60 


customers seated 


2449 Charlotte St. 


333 N. Michigan Ave. 


United Film 
Service, Inc. 


Kansas City, Mo. re 


Chicago, Ill. 
Cleveland, Ohio 
Detroit, Michigan 


Motion Picture Advertising 

Service Co., Inc. 

1032 Carondelet St., New Orleans, La. 

141 Walton St., Atlanta, Ga. 

82 Madison Ave., Memphis, Tenn. 

70 East 45th St., New York, N. Y. 

418 Watts Bidg., Birmingham, Ala 

923 15th St., N.W., Washington, D. C. 
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Stoup Joins FC&B; 
Miss Byrne Appointed 


Curry W. Stoup, advertising and 
sales promotion manager of Harry 
Ferguson, Inc., Detroit subsidiary 


of Ford Motor Company, has re-| 


signed to join Foote, Cone & Beld- 
ing, Chicago, as a member of the 
Frigidaire account staff. 

Before joining Ferguson, Mr. 
Stoup was an account executive 
with Fuller & Smith & Ross, Cleve- 
land; advertising manager of Ho- 
bart Mfg. Company, Troy, O., 
maker of kitchen and _ bakery 
equipment, and sales manager of 
Hobart’s Kitchen Aid division. 

Foote, Cone & Belding has also 
appointed Lorraine Byrne, for- 
merly with Sears, Roebuck & Co., 
to an executive position in the 
agency’s art department. 


Crosley Buys WINS 
Formal application has been 
filed with the FCC for the sale of 
Station WINS, New York, by 
Hearst Radio, Inc., to the Crosley 
Corporation, Cincinnati. The sale 
price is $1,700,000. Hearst Radio 
will also receive $400,000 worth of 
station time over a 10-year period, 


in return supplying the station 


| with news and other services. 


Crosley is also seeking FCC per- 
mission for an FM broadcast sta- 
tion at Washington on 45,000 kilo- 
cycles. 


Re-issues Check List 
for Consumer Products 


The Department of Commerce 
has issued a new edition of its 
“Check List for the Introduction of 
New Consumer Products” as No. 
41 in its economic series. The 
pamphlet contains information and 
check lists on six subjects: users 
of a new product, channels of dis- 
tribution, competition, manufac- 
turer’s price policy, selling and 
promotion, and legal and related 
problems. 

It is available from the Super- 
intendent of Documents, Govern- 
ment Printing Office, for 10c a 
copy. 


Heads WIBK Sales 


Irwin C. Stoll, formerly with the 
Michigan Radio Network, has been 
appointed sales manager of WJBK, 
Detroit, succeeding Arthur Crog- 
han, resigned, 
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Do you know 


about this 


NEW COMBINATION? 


TITLE 
cBs-FOR KALAMAZOO OGM 
CREEK, AND WESTERN 


“FoR GRAND RAPIDS 
AMD KENT COUNTY 


The Fetzer Broadcasting Company, 


Las 
ao 


Anti-Gray Hair 
Vitamin Producer 
Fights FTC Case 


Washixgton, March 21.— Anti- 
gray hair vitamin advertising, 
much of it based on studies by the 
Good Housekeeping Bureau, and 
articles in Good Housekeeping 
magazine, have come in for severe 
criticism at the FTC, where nearly 
a dozen firms have been called to 
account for promotion of calcium 
pantothenate tablets. At least one 
intends to contest the commis- 
sion’s stand. 

While the firms involved are 
small, FTC points out that they 
have been actively advertising cal- 
cium pantothenate as a hair color 
restorer. According to the com- 
mission, “it cannot be truthfully 
presented” as a gray hair vitamin, 
or an anti-gray hair vitamin. 

Experiments with calcium pan- 
tothenate as a means of restoring 
color to the hair have been under 
way at the Good Housekeeping 
Bureau since 1940. An article ap- 
peared in Good Housekeeping de- 
scribing the project in 1941, and 


@ second one in February, 1942. 


Call Treatment Safe 


Writing in Good Housekeeping, 
P. W. Pummett and M. E. Bader 
reported that tests on 25 persons 
showed that the vitamin was ap- 
parently a safe treatment for re- 
storing color to hair, but that the 
process was slow, and not all per- 
sons reacted the same way. 

Most of the firms called in by 


FTC for advertising the anti-gray 
hair vitamin have’ voluntarily 
agreed to tone down their copy, 
but Lilee Products Company, Chi- 
cago, and Paul Grant, Advertising, 
Chicago, have signified their in- 
tention of contesting the Commis- 
sion’s position. 

In a reply to an FTC complaint, 
the Lilee people and Paul Grant 
pointed out that they were acting 
in good faith in presenting their 
product as a color restorer, basing 
their claims on the Good House- 
keeping article. “We believe the 
tests were actually made and the 
results truthfully set forth,” they 
said. 

While insisting on their good 
faith, the firms nevertheless point- 
ed out that they revised their ad- 
vertising after November, 1944, 
“when informed that the correct- 
ness of the tests had been chal- 
lenged.” On their own part, the 
firms said they “lacked knowledge 
as to the truth of the complaint.” 


Two Dailies Cut 
Advertising Space 


The New Orleans Item has re- 
quested its local advertisers to 
limit their space in April to 80% 
of that used in the newspaper dur- 
ing April, 1944, to offset an “in- 
creasingly acute shortage of news- 
print.” This doubles previous 
limitations on space. 

The Houston Post has announced 
that it will publish five issues dur- 
ing the latter part of March con- 
taining no advertising to enable 
the paper to stay within its quota 
for the first quarter of 1945. 


ae ee 


Advertising Age, March 2 


1945 4 
Underwood Quiis B= 
Needham to Ove; 
Air Show Firm: 


Hollywood, Cal., March 2) _ 
Cecil P. Underwood, Vice - presi. 
dent and general manacer g 
Needham, Louis & Brorby’: offics 
here, has resigned from the geney 
to form his own radio productigy 
company. The new company unde 
his name will have its headgquay. 
ters here, with sales and servic 
offices in New York City. 

Mr. Underwood, for the pag 
eight years producer and directo, 
of the “Fibber McGee & Molly” 
and “Great Gildersleeve’ pro. i 
grams, will produce, direct ang 
package radio shows in his ney 
company. He will not continue a; 
producer of the agency’s show: 
the former sponsored by § ¢ 
Johnson & Son, and the latter by 
Kraft Cheese Company, 

Mr. Underwood’s resignation js 
effective on or before June 1. Hp 
will continue with NL&B in a 
advisory capacity until that time 
Meanwhile, Frank Pittman, Mr 
Underwood’ s assistant, will be act- 
ing manager of the agency’s office 
here. 


Standard Brands Up 


Standard Brands, Inc., New 
York, has reported 1944 net sale: 
of $236,978,700, an increase of ap. 
proximately 30% over net sales ip 
1943 of $182,315,955. Net income 
for 1944 was $9,096,182, compared 
to the 1943 figure of $9,218,187, 
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operator of Station WKZO at Kalama- bank, ready for spending, some 1214 billion dollars a 
‘ . --. Who enjoyed last year an income of close to 2 baby 
zoo, is now also operating a brand-new billion dollars. voy fi 
The American Farmer! ; 
. x . y Lie Pl Ing ti 
station at Grand Rapids—-WJEF— Come peace, he'll be ready and eager to buy all the cage 
‘ ‘ things that wartime conditions have denied him. Ward 
and time can be bought on both stations Especially, a new home! tk ha 


of the nation’s better-able-to-buy farm 
completed for Country Gentleman, 


A new survey* 


at a bargain combination rate. families, just 


» reveals that 17% plan to build all-new homes—and 
almost 34 of these have already set aside the funds. 
You of course know that WKZO. Kal- 72% plan to repair or remodel their present homes. 


74% expect to repair or build other farm structures. 
And 68% intend to spend an average of $271 on house- 
hold appliances. When you consider what this all means 
in terms of plumbing, wiring, paint, glass, wallpaper: 
hardware, fixtures and a hundred-odd other home- 
making items, you get a glimpse of a colossal consumer 
market that is absolutely vital to postwar employ en! 
and prosperity. 

Maybe colossal is too puny a word to describe this -ia"! 
who is going to have a better home. For, in addition. 
he is the purchasing agent for six million farm \vs'!- 
nesses while supplying the wherewithal to s«(isfy 
all the other needs and wants of his family of 30,() 
people. 

Is it any wonder we keep reminding you: 


amazoo, serves eighteen important 


Western Michigan counties (daytime ) 
330,792. Now 


gives you a quarter-million | 


with a population of 
WJIEF 
people in Grand Rapids and Kent 
County—is CBS, 


favorable frequency in the market. 


and has the most 


The bi £ est 


© farm market in all history lies ahead! 
_ —— 4 rn *Fall report available to any responsible executi' 
I ogether, VW kK Z¢ ) and VW J Kk I “are requesting it on company letterhead. Address Countr> 


Gentleman, Independence Square, Phila. 5, Penne 
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more than an unbeatable combination 
they are the must for advertisers who 
even hope to get optimum radio cover- 
Wed 
be happy to send you the whole story 
r just ask Free & Peters. 


age in Michigan’s second area... . 
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Both owned and operated by Fetzer Broadcasting Company . 
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Free & Peters, Inc., Exclusive National Representatives 
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\. Hellices CAR SERVICE—The crossed 
’ i “ ngers in Chrysler Corp.'s spring and 
. Me mmer tune-up campaign mean ask- 
ne act Mies for trouble and needless expense 
S offic y failing to see the car dealer. Ads 
“CRE 400 and 748 lines are to appear 
ery two weeks through the week of 
ay 28 in 1,119 newspapers of 1,018 
ties. Ruthrauff & Ryan, Detroit, is 
the agency. 
New 
t sales 


of ap- 
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npared 
187, 
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ampbell Starts 
aby Soup Drive 
Philadelphia 


Camden, N. J., March 26.— 
pmpbell Soup Company has 
mped boldly into the baby food 
bld with a line of strained baby 
ups, with initial distribution of 
e five varieties—chicken, lamb, 
er, beef. and vegetable—con- 
ed to the Philadelphia market. 
Promotion in the Philadelphia 
ea for the baby soups, said to 
bve been developed in coopera- 
in with pediatricians and nutri- 
n authorities over a period of 
pars, includes a wide variety of 
Wvertising media. The Phila- 
lphia Evening Bulletin and the 
pmden Courier-Post will carry 
py of an informative nature 
ice weekly, and weekly ads in 
e Philadelphia Inquirer will tie 
with those of food stores. 

Spot announcements will be 
ade on several radio stations; a 
cal medical journal will carry 
fs on the strained soups, and 
mples are being sent to doctors 
foughout the area. Store pro- 
tion materials have been printed 
baby blue and pink. These in- 
ide banners, jar tops, merchan- 
sing trays, shelf markers, and 
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tge display pieces. 
Ward Wheelock Company, New | 
tk, handles the account. 


ulfy-Mott Co. Moves 
ccount to Y&R 


Duffy-Mott Company, New York, 
moving its account from Al Paul 
‘iton Company to Young & Rubi- 
m, New York, including adver- 
hg for Sunsweet prune juice, 
negar, cider, apple sauce, juice 
raspberry jelly. 

Yn April 2 the radio portion of | 
f account goes to Y&R, which 
: “What’s Your Idea,” 
Wednesday and Friday 
* morning series on 56) 
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Mutual stations. Newspaper inser- 
tions in major markets and maga- 
zine ads in such publications as 
Good Housekeeping and Life 
switch to Y&R June 1. Business 
paper ads are currently featuring 
Duffy-Mott’s new labels for all 
products. 


Kelley Heads Publicity 
for Ringling Circus 

F. Beverly Kelley, with the ra- 
dio publicity department since 
1930, has been appointed publicity 
director by Ringling Bros. and 
Barnnm & Bailey Combined 
Shows, Inc., succeeding Roland 
Butler, resigned. He will be in 
charge of press and radio, for- 
merly separate departments. 

Seidel Advertising Agency, New 
York, has been appointed to handle 
spot radio advertising for the 
show. 


First Copy for 
W-E Hearing Aid 
Breaks April 9 


New York, March 21.—First na- 
tional advertising of the Western 
Electric hearing aid, to appear in 


the April 9 Time, will emphasize}. . 


the fact that “ a hearing aid and a 
telephone both use the same prin- 
ciples of sound transmission.” 
Readers will be asked, “So what 
could be more natural than that 
Western Electric, manufacturer of 
the famous Bell telephones, should 
also produce a hearing aid built to 
the same high standards?” 

Copy will present a smiling lit- 
tle girl talking over the telephone, 
and, to carry through the theme 
“Hearing is our business,” will de- 
scribe how years of telephone ex- 


perience go into every Western 
Electric hearing aid. Ads will urge 
readers to “look on your Bell Tele- 
phone for this great name in Hear- 
ing Aids.” 


Urged to See Doctor 


Copy states that “You may need 
a hearing aid if you are in the 
habit of favoring one ear only. 
. if you think people don’t talk 
as clearly as they used to. . . if 
people always seem to be mum- 
bling behind your back... if you 
find yourself not bothering to pay 
attention to conversation.” Read- 
ers are asked to consult a doctor 
about their hearing difficulties and, 
if a hearing aid is needed, to see 
a local Western Electric hearing 
aid dealer for a free personal dis- 
cussion. Graybar Electric Com- 
pany is national distributor. 

The initial Time ad will be fol- 
lowed by full-page insertions in 
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|the May 5 Collier’s, May 12 Sat- 
urday Evening Post and. May. 15 
Look. Benton & Bowles is the 
agency. 


NO USE TURNING 
CUSTOMERS AWAY 


Andre! zon may | You 
oing jus at. 

There's a 7 billion Manufacture 
dollar market you and Sell 


could encourage] COSMETICS 
simply by letting 
these peoe e know you'd welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn his confi- 
dence, good will and regular patronage. 

But whether your product is cos- 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., New York, for the facts on 
the success stories built out of reach- 


ing this great and growing market. 
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Buckshot peppers a wide area. True, 
you're bound to hit what you planned to, 
but you hit a lot of unnecessary 
territory, too, waste ammunition. 
Bullets go where theyre aimed. 
Don’t waste circulation. Aim your selling 
message at the customer-group that 
literally moves mountains of merchandise 
—the readers of MADEMOISELLE. A mammoth 
mass-group? No, a highly selective group 
with mass pulling-power! It's the group 
so influential that upon publication of one store's 
ad,* they created an immediate demand for 6000 
sweaters in a town where MADEMOISELLE's circulation 
was only 1000. How come? The readers of this 


magazine have such confidence in the merchandise 


advertised between its covers, that they not only 


buy for themselves, but exert a strong 


influence on others to buy. 


When you're in a buyer’s market again, 


and when space is available in MADEMOISELLE, 


aim your advertising at the young reader-audience 


that always has bought, and will continue 


to buy at a terrific rate, the worthwhile 


WG WOME, 
a8 
\S 


merchandise advertised in MADEMOISELLE. 


“name on request 


EDITORIAL OFFICES: 122 E. 42 ST., NEW YORK 17 » ADVERTISING OFFICES: 122 E. 42 ST., 
NEW YORK 17 + 230 N. MICHIGAN AVE., CHICAGO 1 + 403 STATLER OFFICE BLDG., 
BOSTON 16 + 101 MARIETTA, ATLANTA 34 + 702 GARFIELD BLDG., LOS ANGELES 14 
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THE ADVERTISING MARKET PLACE 


HELP WANTED 


The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
and “Representatives Available,” 50 cents a line, minimum charge $2. Terms cash with order. All other classi- 
fications (single insertion rates): % in., $3.50; 1 to 3 in., $6.50 per inch. 

WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR OTHER AUTHORIZED CHANNELS. 


HELP WANTED 


HELP WANTED 


HELP WANTED 


ADVERTISING PUBLISHERS 
SALES AND MERCHANDISING 
POSITIONS 4, 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 


ARTIST—Attractive agency spot up 
in the fishing country for good all 
‘round man. Job is permanent. 
Good money and pleasant working 
conditions. Give age, exp., salary 
expected and photo if possible. 
Samples will be returned. 

Box 7188; ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 

United States « 
GEORGE WILLIAMS—Personnel 
2009 S. State St., Har. 2063, Chicago 


New Building Business Paper 
Monthly 
Opening for Editor Trained Sales 
and Management. Located N. Y. C. 
Box 7196, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
CIRCULATION MANAGER 


For 30 year old monthly. Judy Pub- 
lishing Company, Chicago, Il. 


Advertising Salesman — aggressive, 
resourceful man for outstanding 
newspaper in large mid-eastern city. 
Prefer one experienced in national 
food accounts, capable of calling on 
food brokers, manufacturers district 
sales managers. Give full details in 
first letter. 

Box 7211, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, I1l. 


ARTIST—ART DIRECTOR 


Sure! The kind of a man I need is 
hard to find, but if you can fill the 
bill, you’ll have a job with the kind 
of a future you're looking for. Come 
in or write—If you’re good at lay- 
outs for ads and posters—If you 
know type—If you can do some let- 
tering and finishers. 


Edwin Freed Displays 
1233 Sixth Avenue 
New York 19, N. Y. 


Unusual opening with well-known 
firm for ambitious young man (dis- 
charged veteran or draft-exempt) to 
cover Eastern territory from New 
York headquarters. Write, stating 
background and salary requirements. 
Box 7207, ADVERTISING AGE, 
330 W. 42nd St., New York 18, N. Y. 


Advertising Space Representative— 
Excellent opportunity for “go-get- 
ter” to work mid-west territory out 
of New York office. Will represent 
two of the leading publications in 
the engineering and construction 
field, for old established firm, in the 
field for the past forty years. Start- 
ing salary $5,000 and expenses, plus 
bonus on commission basis. Reply 
giving age, education, experience 
and references. 

Box 7203, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


EXPERIENCED ADVERTISING 
MAN 


for Advertising Department of im- 
portant electrical wire manufac- 
turer in Pittsburgh industrial dis- 
trict. Should have technical copy- 
writing experience and understand 
production thoroughly. Good Post- 
war future. State salary and qualifi- 
cations. 

Box 7212, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, III. 


Experienced Advertising Man 
Highly rated agency offers a fine op- 
portunity to man experienced in 
copy, contact and plans. Give de- 
tails, experience, salary, availability. 

Box 7210, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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Meet BERT POWELL 
Livestock Editor 


How does Missouri Ruralist appre- 
ciate 
torially? With expert advice and 
counsel, of course. Any division of 
agriculture tha‘ 
more than a halt billion dollars is 
entitled to such treatment. 


Bert Powell (left) heads the de- 
partment. He not only knows hun- 
dreds upon hundreds of livestock 
men personally but meets scores of 
thousands through his regular col- 
umn, 
problems is broad and practical. 


the livestock industry edi- 


grosses farmer, 


His knowledge of livestock 


ivestock Is “Big Business” in Missouri! 


The most vital farm job in Missouri, 


at the moment, is the 


“fighting food” for our own men and 


our allies! 


“Fighting food"’ is meat—good old 
Missouri beef, hams and bacon — and. 
measure, plenty of 
butter, cheese and other milk products. 


thrown in for goot 


This type of an agricultural program 
is responsible for 80% 
farm income—an income considerably 
more than a half billion dollars in 1944. 


production of 


States. 


of Missouri's 


The Ruralist’s sound editorial policy 
is one of the reasons the publication 
carries regularly the advertising of 
over 450 Missouri 
That's ten times as much as any other 
paper covering the state, and this rec- 
ord is surpassed only by two other 
regular farm papers in the United 


livestock raisers. 


It you’re advertising to Missouri's 
rich rural market, put Missouri Ruralist 
on your list today! 


MISSOURI RURALIST 


CAPPER PUBLICATIONS, 


INC. 


Business Office —Topeka, Kansas 


em KK KKK KKK KKK KKK KK Kak 


Business Paper Publisher needs com- 
petent girl to handle records and 
office detail. Steno. Opportunity for 
ambitious girl to handle office man- 
agement in small office. Exp. de- 
sirable. 

Box 7214, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


A GREAT FUTURE 
FOR THIS MAN 
We are looking for a versatile mer- 
chandising and promotional execu- 
tive in his early thirties who, with 
the aid of direct-by-mail dealer and 
jobber promotions, consumer adver- 
tising, and our salesmen, will help 
us maintain and accelerate’ the 
growth of our business. We are one 
of America’s largest manufacturers 
of a line of universally consumed 
food products which we distribute 
through jobbers, chains, syndicates, 
super-markets, variety and depart- 
ment stores. This man must possess 
both business sagacity and merchan- 
dising flair. He will join an organi- 
zation of conscientious hard-hitters 
with the prospect, if he qualifies 
from the standpoint of performance 
and personality, of becoming one of 
our management executives. Our 
reasons for seeking a man in his 
early thirties is because, in looking 
into the future, we feel the need of 
fortifying our management for the 
time when we ourselves must retire 
from aggressive business activity. 
Unlike the usual departmentalized 
agency job, this is an over-all crea- 
tive and management job, one of 
grasping production needs and op- 
portunities, devising the sales ap- 
proach, having it executed. The 
salary measures up to our require- 
ments. Write to the point in strictest 
confidence. Our organization knows 
about this ad. 
Box 7216, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


POSITIONS WANTED 


Man forty—recently discharged from 
the Infantry is desirous of selling 
job with publisher. Seventeen years 
of merchandising and selling with 
the most reputable publications. 

Box 7205, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
Manager for small branch office 
wherein both sales ability and ac- 
counting knowledge can be used to 
advantage. Married. 41. College 
graduate. 

Box 7206, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ii}. 
Veteran, 31 years of age. Have had 
7 years display advertising experi- 
ence on one newspaper. Excellent 
in art, selling, fair at copy. Want 

agency work anywhere. 
Box 7209, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I1l. 


FREE LANCE... Copy, roughs. Em- 
ployed. 12 yrs, industrial & consumer 
exper. 
Box 7208, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


AVAILABLE: Twenty years’ experi- 
ence successfully selling farm and 
quality publications and three years 
as advertising and sales manager 
for manufacturer. Prefer to head- 
quarter in Chicago, Write fully. 
Box 7204, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING EXECUTIVE 
Seasoned man operating own Adv. 
business 20 years can be available 
as top Adv. Mer., Agency Acc’t Ex. 
or Copywriter. Worked broadly in 
many trade, consumer, industrial 
fields. Outstanding in Direct Mail. 
Knows markets, media, production, 
ete. Uni. Engr. & Commerce. 

Box 7213, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


JOB WANTED 

If your product is sold in grocery 
stores, FFR wants to work for you. 
FFR wants the job of keeping you 
abreast of the news, trends and de- 
velopments affecting the processing, 
advertising, marketing and sale of 
grocery store merchandise. 


Write for a free sample copy of FFR, 
or enter a subscription today. It is 
$3.00 a year for 26 issues chock full 
of information of vital interest to 
you. FOOD FIELD REPORTER, 330 
W. 42nd St., Room 2120, New York 
18, N. Y. 


PRODUCTION MAN 
AVAILABLE 


Would like to join up with an 
advertising agency to take over 
all the responsibilities of me- 
chanical production. 

Eight years’ experience in the 
various branches of the graphic 
arts have well fitted me for such 
a position. 


An honorable discharge after 
three years in the service gives 
me immunity from control by 
the War Manpower Commission 
and my employ does not charge 
against employment quota. 


Will also be glad to consider a 
position in the advertising de- 
partment of a manufacturer. 
32 years of age, married and in 
good health and rarin’ to go to 
work in the right spot. (Chicago 
or its vicinity only.) 


Box 6088. Advertising Age 
100 E. Ohio St., Chicago 11, Il. 


: = 
Advertising Age, Marc 26. ae er 


Goodall Fabrics §F 


and Chase Merge 
Account to R¢.R 


New York, March 20.—_Elme, 
Ward, president, Goodal!-Sanj, 
Inc., and the Goodall Comp, 
has announced the consolidasi 
of L. C. Chase & Co., selling 
vision for fabrics, carpets , 
woolen goods, and the Go 
decorative fabrics division, 
the Goodall fabrics division. 

Ruthrauff & Ryan, Chig 
which has handled the Goodaj) 
vertising for Palm Beach ¢5 
frost and Springweave suits g 
1941, has been appointed to hay 
all Goodall-Sanford clothing 
fabrics advertising. 

Paul E. Carr, previously m, 
ager of woolen sales of | 
Cnase, has been named gens 
manager of Goodall fabrics, 
B. Ogan, previously head 
Chase, remains as a_ consult 
with the new unit, and Jud 
Williams, previously genera] m; 
ager of Goodall decorative faby 
division, has been appointed «J 
manager, fabric and coated fj 
rics department. 


Name Dacey Ad Chief 


John J. Dacey Jr., for the » 
four years in the sales and ady 
tising departments of the Go 
clothing division, has been 
pointed advertising manager 
Goodall fabrics. 

Advertising of Palm Beg 
Springweave and Sunfrost 
will not differ much from 
spring’s campaign, according t 
agency. Sunfrost suits will be 
vertised in Esquire and The § 
urday Evening Post as “See 
Even Cool to the Touch.” R 
gravure and sports page ads in 
markets will again emphasi 
Springweave’s “Wrinkle Resi 
ance” and Palm Beach’s “2 
Cooler” theme. 

In addition to co-op newspaj 
promotions, the company will f 
nish transcriptions and scripts 
one-minute spot announcemé 
to dealers to promote all three s 
lines. This cooperative radio p 
applied only on Palm Beach wi 
originated last year. 

Itinerant displays, window ca! 
interior signs, window ba 
grounds, label tags and poc 
leaflets will be furnished to st 


To Canadian GF Post 


R. R. McIntosh, assistant tc 
general sales manager of Gené 
Foods Ltd., Toronto, has been p 
moted to advertising and s 
promotion manager. 


Frosted Fruit to More 
Frosted Fruit Products, Los! 
geles, packer of frozen fruits 
industrial consumers, has apP0! 
ed C. Church More & Co., L0s: 
geles, to direct advertising. T"™ 
publications in the food, hotels 
institutions fields will be used 


ADVERTISING AND 
SALES PROMOTION 
MANAGER 


Established Cincinnati tex'ile 4 
with mills in South and last ! 
opening for alert, experie™ ed m 
to assist in planning and | »motif 
sales and advertising for ‘oda! 
and for postwar. Fair an oun 
traveling involved. Sal op 
Splendid long-pull opports ity ! 
ited only by ability and will 
ness. 


Box 6090, Advertisin: ge 
100 E. Ohio St., Chicag | 


CIRCULATION-PROMOTION D 
MANAGER 


|| WANTED for growing magazine 
lion circulation: An expert to 
cute plans for promoting circu 
| knowledge of marketing; good or 
complete details and starting 
letter. Box 6091, Advertising 
42nd St., New York 18, N. Y 
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iad | A. Makers Fear 
'e PB Order Means 


nd of Sportswear 


tos Angeles, March 20.—Unless 
pp’s recent clothing order affect- 
b the use of fabrics is amended 
provide priorities for the sports- 


“p ‘a, industry, manufacturers in 
arn - field will be forced out of bus- 
Se ae ss, (pe _Men’s Wear Manufac- 
vision GR ers Association of Los Angeles 


ares 

pembers of the association have 
itten to their dealers pointing 
+ that so-called sportswear is 
ed for many purposes other than 
ticipation in sports, and that 
rkers and the general public 
1] be discriminated against, as 
sj as makers of this type of ap- 
re]. Los Angeles has become 
fe of the largest and most im- 
tant centers of the country for 
manufacture of sportswear. 
Aletter from Fisch & Co., manu- 
‘turer of Pony Express sports- 
sar, addressed to its retailers, is 


» SUlts g 
2d to han 
lothing P 


Ously mg 
; OL 
1ed gene 
fabrics, 

head 

consult 
and Jud 


ti rg Tgmmpical of what Los Angeles manu- 
Dintel 2 cturers are doing to arouse in- 
coated Hay sentiment. 
Ps ‘MM stier explaining the effect of 
der M-388, the company says 
Chief at unless immediate action is 
for the p 
and adv 
the Goo 
; «been ; 
A Wanted ...TWO 
ulm 
1 from 
ving of ACCOUNT 
; will be 
id The § 
‘cS EXECUTIVES 
pe ads in One of America’s fastest- 
n phasi growing advertising agencies 
kle_ Resi needs two exceptional men to 
ach’s “2 serve several of our best-es- 
tablished clients. Other than 
) newspal top-flight executives of sub- 
ny will f stantial earning power simply 
1 scripts cannot be considered for 
10unceme these key positions. 
ill three These men will be capable 
e radio p of advising in basic market- 
Beach wi! ing policies and merchandis- 
ing as well as in advertising. 
indow ca! Our agency is more than a 
low ba quarter of a century old, now 
and poc employs more than 150 peo- 
ed to st ple. So far we have never 
; seen a year when our billing 
was not greater than the year 
* Post before. 
There is no limit here to 
“ye your opportunity to grow— 
q Poet the accounts you will work 
woe on are not war babies; in fact, 
most of them will definitely 
expand as soon as postwar 
‘ Production is resumed. 
More Write in full to Box 6087 
cts, Los! ADVERTISING AGE 
n fruits 330 W. 42nd St., New York 18 
has appol 
Co., Los 
ising. Tr 
d, hotels 4 
be used. 


WANTED: 


,swoll CREATIVE 
OTION 

textile fi 

nd East | If you are an experienced, 
rienced m creative agency copy- 

d promotif writer looking for a real 
for today opportunity—if you can 

, amount develop basic ideas for 
Jalary opé important national ac- 
ortuvity hi counts and follow them 


‘rough to completion— 
e have a permanent 
ice for you in our Chi- 
z0 organization. 


an villit 


‘rite complete details or 
telephone for an appoint- 
ent 


cof AL PAUL LEFTON 
COMPANY, INC. 


Ti BUNE TOWER, CHICAGO 
Phone—SUPerior 7977 


taken to amend the order, the 
makers of sports shirts, sports 
slacks and coats will be forced 
out of business shortly. 


Ask Dealers’ Support 


“This is due to the fact that 
materials going into these items 
were not mentioned in the order,” 
the company continues, “and are 
therefore non-essential and will 
be given no priority. It is our 
opinion that other items mentioned 
. . . have been given a priority 
that will take up almost the en- 
tire production of rayons and 
woolens, 

“‘«Sports shirts’ is a misnomer, 
as open collar convertible shirts 
are worn generally by workers in 
all lines of endeavor, including 
war plants, and the same thing 
applies to suits made up of sport 
coat and contrasting trousers.” 
Dealers have been asked to ap- 
peal to their representatives in 
Congress to bring pressure on 
WPB for the amendment of the 
order. 


King Rejoins Rockwood 


Henry W. King, recently honor- 
ably discharged as a lieutenant 
commander in the Naval Reserve 
has been named a vice-president 
and general sales manager of 
Rockwood & Co., Brooklyn pro- 
ducer of cocoa and chocolate. Mr. 
King was formerly in charge of 
the Chicago branch sales office. 


To Insurance Ad Post 


James F. White, for the past two 
years manager of the publications 
department of Maryland Casualty 
Company, Baltimore, has been ap- 
pointed advertising director, suc- 
ceeding David A. Gibson, resigned. 


Universal Will Help 
Dealers ‘Moderneer’ 


Landers, Frary & Clark, New 
Britain, Conn., maker of Universal 
household helps, has announced a 
store planning program for deal- 
ers known as “Moderneering.” 
Richard M. Bennett of Yale Uni- 


versity’s department of architec- | 
ture will create basic plans for the 
program. 

Cooperating manufacturers of 
store materials are Pittsburgh 
Plate Glass Company, Congoleum- 


49 


Nairn, Celotex Corporation, Syl- 
vania Electric, W. C. Heller Com- 
pany, American Store Equipment 
Corporation, Devoe & Raynolds, 
National Electric Sign Mfg. As- 
sociation and Carrier Corporation. 


FOR FANCY ; 
RETURNS 


CENTRAL OIO'S ONLY 
way CBS OUTLET 


‘ 


WBNS —= 


a 


a 
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COLUMBUs 


ASK ANY BLAIR MAN oR us / 


igh ti ‘aa 
. 2a Es 
ae “ i da 
as si 


No Igloos, Indians or Icebergs... 


When you think of Alaskan farming ... omit reindeers, moose, sled dogs 
...In Tanana Valley, near Fairbanks, Leghorns cackle as in Lowa, 
Hampshires look like heart-belt hogs; and the farmer from home feels at 
home. There are schools, churches, roads, teachers, extension agents and 
4-H Clubs. But add Northern lights, June days with twenty sunshine hours, 
the lightning growth of garden plants, high prices... pasteurized milk at 30c 
a quart; whole pork carcass 50c per pound; and fresh eggs at $1.25 the 
dozen... A hungry heifer calf can drink $40 worth of milk in its first thirty 
days; later eats hay at $40 a ton and grain at $100 a ton... . so it’s usually 
cheaper to ship them from Washington! . .. The SF audience lives in the 
world’s best farm belt, but is interested in green pastures everywhere... .so in 
coming issues, G.I. farmers now in Europe will tell how barren battlefields 
can be reclaimed—and each month SF reports the new, sound, and profitable 


in cultivation at home... Advertising people with I.Q, horizon as broad as that 


of heart-belt husbandman. . . will gain scope and view from “A Farmer Looks 


at Alaska’? —March SuccessFuL FARMING. 


Pep Up For Piggies « « « Farmer Olson tempts the palate of 


his pigs with luscious, green-colored, fine-stemmed, leafy alfalfa . . - 


home grown vitamins that cut the feed bill . . 


hints from practical pork producers in SF... 


Trends in Livestock Marketing . . . Successful Homemaking. . . 


. and just one of the 


Also When the Farm 


G.I. Comes Home... Speed Ups For Early Crops... What’s New In Farming... 


other fine features 


giving alert advertising men a current course in farm conditions, practices, markets 
. and read regularly by the most alert farm audience in America. . . 
reached by SuccessruL FArminc, Des Moines, New York, 


Chicago, Atlanta, San Francisco, Los Angeles 


it 
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Chen Yu in Drive 
for Cake Makeup 


Chicago, March 20.—Associated 
Distributors, Chen Yu nail lac- 
quers, lipsticks and other cos- 
metics, recently launched an ex-| 
tensive newspaper, magazine and 
cooperative advertising campaign | 
for Chen Yu Cloud Silk, a new 


| 


In addition to pages in Harper’s | 


Bazaar, Mademoiselle and Vogue, 
four-color spreads are scheduled 
for the women’s group of Fawcett 
Publications beginning in April, 
and 1,000-line ads will appear in 
newspaper roto supplements be- 
ginning March 25. 

Featured as “veiling the skin,” 
|}Chen Yu’s Cloud Silk makeup is 
‘available in nine shades and 
comes in refillable compacts of 


makeup introduced on the market! black and red plastic. 


in February. 


Tanpy IS (\ND 


+ comnect 
newer 


CANDY INDUSTRY 


Don Gussow, Editor & Publisher 
33 W. 42nd St. New York 18, N. Y. 


| newspaper 


Simultaneously, an extensive 
and magazine cam- 
paign for Chen Yu nail lacquer 
and lipsticks is being conducted 
with a springtime theme. 

Ruthrauff & Ryan, Chicago, 
the agency. 


Du Pont Sales, Net Up 


E. I. du Pont de Nemours & Co., 
Wilmington, has reported sales 
totaling $646,168,395 for 1944, 
compared with $612,939,287 in 
1943. In addition, war materials 
valued at $218,413,000 were pro- 
duced in government - owned 
plants, products made for other 
companies amounted to $53,835,- 
000, and inter-departmental bill- 
ings were $67,906,000. Net income 


is 


| mail. 
| York, 


for 1944 was reported at $80,870,- 
106, compared with $69,706,819 in 
1943. 


American Healthaids 
to Hill Advertising 


American Healthaids Company, 
Newark, on May 15 will shift its 
account from Albert Woodley 
Company to Hill Advertising, Inc., 
New York. Products include Kelp- 
I-Dine, a reducer, a booklet titled 
“Easy Weight Reducing,” and a 
charm course. 

The company, as in the past, 
will use participations and spot 
announcements on New York City 
stations and on KSFO, San Fran- 
cisco, and WDSU, New Orleans. 
Newspapers will be used plus na- 
tional magazines such as Fawcett 
Women’s Group, Ideal Women’s 
Group, etc. 


La Trique Starts Drive 


La Trique Brassiere Company, 
New York, has launched an ex- 
tensive national campaign in lead- 
ing fashion publications, backed up 
by business paper ads and direct 
S. R. Leon Company, New 
is the agency. 


‘ = 
DELIVERS EVERY OTHER FAMILY 
In Nebraska and Southwestern lowa! 


Verily, The World-Herald is 


Nebraska, and ten counties of southwestern Iowa 


what most newspapers are to their one community 


alone. 


When The World-Herald announces a War Bond 


Drive contest, Kimball County (450 miles west of 


Omaha) tries to win it. 


off our press about contributions to a soldiers’ fund, 


by 
COVERS NEBRASKA AND S.W IOWA\; 


maha — 


WORLD-HERALD 


We scarcely get the words 


to Omaha, all 


culation is well distributed over 103 counties. 


and Iowa’s Crawford County, in our easternmost 
area, deluges us with coins. 


Between these west and east borders, our cir- 


Of 


the principal towns in this area, we could name 


a major or dominating influence. 


563 in which The World-Herald is by ABC count 


In one basket 


The Omaha World-Herald delivers to you, every 
other family in this active, wealthy area. 


One of The Halions Great Hewspapers 


OWNERS 


AND OPERATORS OF TATION EKOWH 


National Representatives, O'Mare & Ormsbee, Inc. 


New York, Chicago, Detroit, Los Angeles, San Froncisco 


Net Paid Circulation, February, 1945, Average Daily, 205,370 — Sunday, 207,751 


POSTWAR WONDERS—After using in 
the past, several 1,000-line newspaper 
ads in a 52-city schedule to back up 
nurse's aide recruitment, Home Insur- 
ance Co., New York, turns to such post- 
war products as nylon and fluorescent 
rugs, advocating “quality insurance to 


equal the quality of your ‘iving con- 

veniences.'' Corner box urges continued 

purchase of war bonds. Agency is 
Albert Frank-Guenther Law, Inc. 


a 


Lane Named Ad Manager 


on Pioneer Instruments 

Robert F. Lane, formerly in 
charge of technical data for Pio- 
neer instruments with the Eclipse- 
Pioneer division of Bendix Avia- 
tion Corporation, Teterboro, N. J., 
has been appointed advertising 
manager for Pioneer instruments. 

Prior to joining Bendix, Mr. 
Lane was assistant national direc- 
tor of public relations for the Boy 
Scouts of America. 


WNEX Joins Mutual 
WNEX, Macon, Ga., on April 15 
will join Mutual Broadcasting 
System, bringing the network total 
to 254. WNEX, now under con- 


struction to operate on 250 watts, |ers’ representative, San Francis¢ 
1400 ke., is owned by Macon Broad-| has opened offices at 606 S. H 
| St., 


casting Company. 


|branch of War Food’s Office 


Fat Salvage Gog 
Boosted; Step Jp 
Public Campai gn 


Washington, March 2 
tinued emphasis on fa’ 
during 1945 was foreca 
with the announcement 
War Food Administra: y 
need 250,000,000 pounds . 
fat during the year. 

The government pro; 
cludes intensification of 
bring grocers and butc 
line with the program 
housewives four cents an 
ration points for each 
fat turned in. 

During 1944, the governmg 
estimates that housewives sayd 
170,000,000 pounds of kitchen f, 
while another 50,000,000 poun 
were salvaged from the arm 
forces. In 1945 the armed forg 
hope to turn in 72,000,000 pow 
of fats, with housewives, hot. 
restaurants and others responsi} 
for the remainder. 

Surveys among housewives y 
veal that the most 7. ntly 1 
peated complaint is _ that 
butcher or grocer does not acce 
the fats, War Food reports. 1 
overcome this the butcher wil] | 
allowed a penny profit on eve 
pound of fat he receives. 

Production of fats and oils w 
be down nearly 10% during 194 
the government expects, wh 
needs will be higher than 19 
Lard, particularly, will suffer fr 
a decline in hog slaughtering. 

Chain stores and renderers ha 
received a new fat salvage \ 
poster and counter card throu 
the reports and special progra 


y\3 


nagaz! 
nagaz! 
ection 
nonth! 
becord: 
Since 
povelt 


Supply. Kenyon & Eckhardt, Ne 
York, is the War Advertisi 
Council agency for the campaign. 


Harker Opens Office 


Ralph W. Harker, associat 
with James A. Townsend, publis! 


Los Angeles. 


newspapers. 


CHICAGO 
CLEVELAND 


“ 


BUILD SALES WITH — 
COVER-TO-COVER COVERAGE 


This map proves why you should turn to the 4 
home dailies of the Ohio Select List for the big 
sales push in this market. They offer merchar: 
disable coverage in 58 of Ohio's 88 countic 
Metropolitan papers can't come even close * 
doing such a job in this rich billion dollar marke 
Place one order, pay with one check for these 4° 


JOHN W. CULLEN COMPANY 


Publishers’ Representative 


OHIO 
SELECT hterio 
LIST 


ur y 


OF 49 DAILY 
NEWSPAPERS 
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House 
folves Mystery of 


“Missing Tableware 


Nat ft 


.:, “Ml Chicago, March 20.—Milton M. 
“itch cnde!-ohn, president of National 
‘veltics, Chicago sundries mail 

+, ‘Miirder firm, admits that despite the 
Ors Ge il-known coast-to-coast dearth 
TS int, jverware, his company has a 
mf ot of s.lver-plated teaspoons, soup 
Ping? noons, forks and knives which he 
pounds 5 quite willing to part with at 
bake vices ranging from three for 50 
on a ents for teaspoons to two for $1 


chen fa 
poun 
arm 


) 
ie 


ed fore 


0) 


pour 


S, hot 


SI 


Wi 


0NS)) 


ves 
lently } 


r knives. 

This admission, in fact, is now 
eing advertised widely, beginning 
with a full-page in the March 18 
arade. Beginning next month 
lack and white and color ads 
vil] appear in the Hillman, Ideal, 
fodern and other motion picture 
magazines, in fraternal and pulp 
magazines, and in several comic 
ections of newspapers, at a 


¢ 


og wonthly expenditure of $20,000, 
orts “Bieccording to Mr. Mendelsohn. 

rr will Since last fall, when National 
on oa jovelties secured sources for the 
: iver plate on a reinforced steel 
‘oils yqgpase, there has been some small- 
ing 194 cale promotion to test acceptance 
s whigggor the ware. From the first, it is 
nan 19qmmaid, the reception has been 
fer frmreater than the company has had 
ring “Hn the past on any other line. In 
rere hamne course of the test, some 
rage ““Mhanges in copy have developed. 

| throu Knives Hard to Get 

ae | It was first thought that not 
srdt, Neggpenough knives could be obtained 
ivertisiqmme permit sales of sets. Silverware 


mpaign, 


hakers, Mr. Mendelsohn says, at 
wesent include only one knife in 
very 10 pieces of ware sold. 


se First test ads in New York 
sssociatammeePels, in Capper’s Weekly and 
publisme: One or two Midwest cities of- 
Prancist red spoons only. Since some 
6 S. Hagpnives were purchased, however, 


LY 
RS 


sts later included these in the 
ffer along with spoons and forks. 
t was then discovered that re- 
uests for knives averaged only 
bout 10% of all requests, thus 
nabling National to promote sets. 
The present Parade advertise- 
lent speaks of the “Build-a-Set” 
hrift plan. This in turn will give 
ay in forthcoming ads to empha- 
ison purchase of National’s “Ser- 
nity” pattern set. 

The company was able to obtain 
arge quantities of silverware from 
ills because of its willingness to 
rder six months or so before de- 
very was possible. The chief 
eason why retailers have no sil- 
erware to sell, Mr. Mendelsohn 
ays, is that the stores “operate 
Inder inventory control and hesi- 
ate to plan five, six or 10 months 
head of time.” 

Even if the war ended this 
veek, he says, his company would 
ndoubtedly be able to sell its 
tock for at least six months even 
hough silver on a steel base is 
nierior to nickel-base silver. The 
tonal backlog for tableware, he 
ays, is enough to keep mills busy 
Our years, 


eads Syracuse Adclub 


S. Weill, advertising 
of Rudolph Brothers, 


Jerome 
anager 


Cover the Rich Lehigh Valley 


EASTON, PENNA. 


| STR 


| 


chain jeweler, has been elected | 
president of the Advertising Club | 
of Syracuse. Others elected were: 
Richard E. Weiss, 1st vice-presi- 
dent; William R. Alford Jr., 2nd 
vice-president, and Marcia K. 
Hughes, secretary-treasurer. 


NY AMA Membership Up 


A net gain in membership of 
30% last year, bringing its rolls to 
above the 500 mark for the first 
time, is reported for the New York 
chapter of the American Market- 
ing Association by Dr. Ralph E. 
Rindfusz of Fact Finders Associ- 
ates, Inc., chairman of the mem- 
bership committee. Thirty-eight 
percent of current members have 
enrolled since the beginning of 
1944, he disclosed. 


To Holliday Ad Post 


Hector N. Todd, who has been 
with Aluminum Company of Can- 
ada, Montreal, has joined Holliday 
Publications, Montreal and To- 


ronto, as advertising manager. 


McCandlish Sets 
Ninth Poster 
Design Contest 


Philadelphia, March 21.—The 
McCandlish Awards for 1945, an- 
nual poster design contest spon- 
sored by McCandlish Lithograph 
Corporation, has been announced 
by A. R. McCandlish, president. 
Contestants this year will design 
24-sheet posters advertising any 
brand of gasoline. Awards will 
total $1,000 in war bonds plus cer- 
tificates of merit and entries must 
be received at McCandlish offices 
here by May 8. 

Judges for this year’s contest, 
the ninth sponsored by the com- 
pany, will be F. Sands Brunner, 
poster designer; Frank B. Griffin, 
vice-president, Compton Advertis- 
ing; Joseph R. Rollins, advertising 
manager, Atlantic Refining Com- 
pany; Mark B. Seelen, general art 
director, Outdoor Advertising, In- 


|corporated, and Adolph Treidler, 
| poster designer. 

Walker & Co., Detroit outdoor 
advertising company, and Detroit 
|public schools are sponsoring the 
/seventh annual poster’ contest 
|there among secondary school chil- 
dren, with subjects limited this 
| year to those promoting the war 
effoir. The company is offering 
$670 in cash prizes for the best 
posters promoting war bonds and 
stamps, salvage, conservation, vic- 
tory gardens and manpower or 
armed forces recruitment. 


Joins Martin Labs 


George Barrie, formerly eastern 
division sales manager of Ray- 
mond Laboratories, New York, has 
been appointed vice-president and 
general manager of Martin Labor- 
atories, New York, manufacturer 
of Tylon cold wave. 


Aids Half-Tone Research 


The Oregon Journal, Portland, 
has awarded a research grant of 


fs 
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$3,400 to the physics department 
|of the University of Oregon for 
ithe continuance of research, al- 
|ready begun at the university, to- 
ward improving the quality of 
half-tone engravings. 


LOOK IT UP in 
the MARKET DATA BOOK! 


¢ 
CONSUMER MARKETS EDITION 


e 
BUSINESS PUBLICATIONS EDITION 


NA 


WORLD’S TALLEST 
UNGUYED RADIO TOWER 


SELLING FURNITURE 


BY AIR 


eoeFHE INLAND EMPIRE’S 
NO.1 STATION... ON 
THE NO. 1 NETWORK 


14 YEAR OLD 
NEWSCASTER 


From this 828 foot high 
radio tower, KHQ sends 
out a 5000 watt signal 
that blankets the Inland Empire. 
The inset map above shows the 
area covered by KHQ...a near 
billion dollar market, second high- 
est in the nation in per capita 
buying power! 


Mr. Pratt of the R.C.Pratt 
Furniture Company of 
Spokane writes, “Thru 
you, in six years we have become 
acquainted with thousands of buy- 
ers in your vast rural audience, 
and have built a tremendous mail 
order business with people who 
have never seen our store.” 


WESTERN DIVISION. 


HOLLYWOOD Sunset and Vine *3AN FRANCISCO Taylor and O'Farrell © 


STATION cITY 
KDYL Salt Lake City, Utah 
KFI Los Angeles, California 
KFSD San Diego, California 
KGHL Billings, Montana 
KGIR Butte, Montana 
KGLU Safford, Arizona 
KGW Portland, Oregon 
KHQ Spokane, Washington 
KIDO Boise, Idaho 
KMED Medford, Oregon 
KMJ Fresno, California 
KOA Denver, Colorado 


KOB Albuquerque, New Mexico 
KOMO Seattle, Washington 

KPFA Helena, Montana 

KPO San Francisco, California A 
KRBM Bozeman, Montana 

KSEl Pocatello, Idaho 

KTAR Phoenix, Arizona 

KTFI Twin Falls, Idaho 

KTSM El Paso, Texas 

KVOA _ Tucson, Arizona 

KWJB = Globe, Arizona 

KYCA Prescott, Arizona 

KYUM Yuma, Arizona 


COMPA 


Aired by young Raymond 
Grew, 10 minutes of world 
news opens each school 
day for more than 100,000 students 
in the KHQ listening area... just 
one of the many “reasons why” 
KH@Q is the station and NBC the 
network most people listen to 
most in the Inland Empire. 


BROADCASTING 
NY, INC. 


x 
A SERVICE OF THE 


RADIO CORPORATION OF AMERICA 
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Names Peck Agency 

H. Fox & Co., Brooklyn, pro- 
ducer of U-Bet chocolate syrup, 
has appointed Peck Advertising 
Agency, New York, to handle its 
account. 


Hill Promotes Townley 

Richard Townley, since 1925 
with R.O.H. Hill, Inc., New York, 
designer and manufacturer of 
business cards and letterheads, has 
been appointed vice-president in 
charge of advertising. 


\\ temo 
RIO GRANDE VALLEY 
Group in Jara 
ncaches 
TEXAS’ MAJOR MARKET 


et 228,000 population 


QUARTER BILLION 

Year ‘Round Income 
Harlingen Star - McAllen Monitor 
Brownsville Herald 


ee! 


California Group 
Buys Into Midwest 
Liquor Business 


San Francisco, March 20.—Ne- 
gotiations have been completed for 
purchase by a _ syndicate here, 
headed by V. D. Dardi, president 
of Dardi & Co., importing and 
wholesale liquor distributor, of a 
substantial interest in the distill- 
ing industry in Kentucky and in 
soft drink and allied fF Uiness in 
the Middle West. The deal in- 
volves about $3,500,000. 

The distilleries acquired have 
an inventory of more than 11,000 
barrels of aged whiskey which 
will immediately become available 
to western markets. 

The purchases are: Franklin 
County Distilling Company, Bards- 
town, Ky., controlling interest; 
Old Poindexter Distillery, Bards- 
town, complete ownership; Peer- 
less Bottlers, Inc., Kansas City, 
Pepsi-Cola bottler, substantial in- 
terest; Pepsi-Cola Louisville Bot- 
tlers, Inc., Louisville, complete 
ownership; General Bottlers, Inc., 
Chicago, Pepsi-Cola bottlers, sub- 


stantial minority interest; Cleve- 
land-Sandusky Brewing Corpora- 
tion, Cleveland, substantial inter- 
est; Mohawk Corporation, Chicago, 
minority interest; Parkway Realty 
Corporation, Chicago, minority in- 
terest; Chase Candy Company, St. 
Joseph, Mo., complete ownership. 

Commenting on the transaction, 
Mr. Dardi said: “In recent years, 
eastern liquor firms have mani- 
fested great interest in California, 
particularly in the wine industry. 
This identification of California 
capital with the distilling indus- 
try of the South reverses the 
trend.” 


Benge Book Costs $4 


“Manpower in Marketing,” by 
Eugene J. Benge, published March 
14 by Harper & Brothers, New 
York, sells for $4, instead of $3, as 
mentioned in the review in the 
March 19 issue of ADVERTISING 
AGE. 


Directs Bolan Agency 

Mrs. Myrtle Leary Brigham has 
been appointed general manager of 
Charles W. Bolan Advertising, St. 
Louis. She will direct traffic and 
production. 


Penetration is Vital 


SUPERINTENDENT | 


DIRECTRESS OF 
NURSES 


DIETIT/AN | 


HOUSEKEEPER | 


ENG/NEER | 


——. \ 
MAINTENANCE 
SUPERVISOR 


PURCHASING AGENT 


PHARMACIST 


BUSINESS OFFICE 
MEWAGER 


LAUNORY HEAD 


OPER AT/NG ROOM 
SUPERVISOR 


—— 


MATERN/TY 
SUPER V/SOR 


in Selling 


the Hospital Field 


The circulation given your advertising message in the 
hospital market must have depth as well as breadth. So 
many factors enter into the purchase of the great variety 
of equipment, supplies and services bought by hospitals 
that it is essential to sell all of them. 


HOSPITAL MANAGEMENT provides this ‘circulation 
in depth", since in 75°% of the institutions where it is re- 
ceived copies are routed from one department head to 
another in a manner similar to that illustrated at the left. 
This is the routing of the two copies which go to Jamaica 
Hospital, Jamaica, New York, as described to us by super- 
intendent Francis C. Leupold. 


After being circulated to these important members of 
the hospital's staff, the two copies are filed for permanent 
keeping, one in the office of the superintendent and the 
other in the office of the directress of nurses. 


Thus the technicians whose advice must be sought when 
purchases are contemplated, have been conditioned before- 
hand. They are familiar with the advantages you have to 
offer and since they are the ones who will use the equip- 
ment or services you sell, their opinions carry much weight. 


Hospitals are such complex 


institutions that the adminis- 


trative head who is empowered to sign the order must seek 


the advice of his specialists. 


Month after month articles of great value to individual 
department heads of hospitals assure their continuing in- 
terest in material which contributes to the overall benefit 
of the hospital and the patients it serves. This partially 
explains our 213°, gain in advertising and 31%, gain in 
circulation recorded in the last four years. Let us give you 
the complete details of our really remarkable story. 


For Detaried 
Reference Dato 


‘ee 
THE MARKET 


DATA BOOK 
Business 
Publications 
Edition 


AVsLcclL th 


The Only Hospital Publi 
cation which is a member 
of both the ABC and ABP. 


tafalal 


)EILEH 


100 E. OHIO STREET, CHICAGO 11 


The 130-line Wheaties cartoon 
ads in newspapers, which have 
clicked through another three- 
month period, are moving back to 
a two- and three-a-week schedule 
April 1. The rib-ticklers, dis- 
patched by Knox Reeves Advertis- 
ing, Minneapolis, were on a one-a- 
week schedule during the winter 
months. 

co * * 

The Joint Army-Navy Distribu- 
tion Center, 90 Church St., New 
York, whose Lt. E. P. Lull prom- 
ieses to send out copies, reminds 
war contractors it is imperative 
for them to get on the mailing list 
for the “Joint Army-Navy Termi- 
nation Regulation” and subsequent 
free communiques intended to aid 
rapid settlement of war contracts. 
Although previously circularized, 
fewer than 40% of the war con- 
tractors have availed themselves 
of this “bible.” 

* ar * 

National advertisers in the gro- 
cery, drug, cosmetic and shoe fields 
have joined the original group of 
apparel manufacturers in support- 
ing the Brand Names Research 

oundation. Names, or the total 
1umber, aren't being disclosed. 

a 


Parents’ Magazine has adopted 
the interesting plan of distribut- 
ing candy to its office employes each 
afternoon about 4. A boy carrying 
a basket of candy kisses visits each 
department, and so far nobody has 
refused this offer of an afternoon 
pick-up. The use of candy as an 
energy builder is being widely 
publicized by the industry at pres- 
ent, and perhaps Parents’ may 
have some statistical evidence of 
its value to report later. Incidental- 
y, it is still continuing to distrib- 
ite vitamins to all employes who 
want them, thus joining the ad- 
vertising agencies, research organ- 
izations and others which believe 


vertising Age, 


that this plan contribute 
health’ and well-being 
working organizations. 

* * * 


to the 


A number of magazine 
ers have been visiting Mexico x. 
cently to 


far no announcements have bee 
forthcoming as to definite poy. 
war plans in this area. On the 
other hand, a leading busing. 
publishing house which had a rep, 
resentative in Mexico for thr 
months has definitely concludg 
not to go ahead with tentatiy 
plans for publications there. Ty, 


various social, economic and pp. 
litical factors which have to & 
represent formidabjg 


considered 

obstacles for American publishe 

in Mexico, this company decide 
* * 

With point values high 
many consumers apparently by 
passing the shelves, tomato juig 
stocks in the hands of U. S. pack 


ers and distributors are piling wp 


and it looks doubtful that 194 
sales will match last year’s at pres 
ent point values. 


canned tomato juice recently wa 


off almost 50% from a year ago o 


the small size, and 33% on th 


large. 


On the other hand, probably q 
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opportunities in the republc. Thy 
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Movement 


=omm) 


a direct result of the fresh meg eo 
shortage, canned meats are moving. : 
at a peak rate—despite high poinfme’?* 
values. hy 
SS: a 

Perhaps it’s professional] jea\ sap: 
ousy, but representatives of comMil™rodu 
panies planning to make morillliped { 
conventional planes for privatdiliome 


flyers after the war say that it wi 


be a long time before the Sikorsky 


helicopter will be _ practicabl 


“You’ve got to be a genius to run 


one,” they point out. “Even 


crackerjack pilot must have 3} 


hours of special training.” 
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vious retail records. 


seventy years. 


Today the word “Home” 
has new importance 


—To the Emergency Shelter administrator—a head- 


—To the men absent in the Services—a sustaining 
memory and a golden hope. 


—To the wives who wait—an objective for postwar 
dreams, plans, and saving. 


—To the advertisers in daily newspapers—a present 
day consumer-market exceeding in sales all pre- 


—To advertisers in The Evening Telegram an op- 
portunity to influence present and future sales in 
a major portion of the homes in Canada’s riches! 
retail market—as have other advertisers for over 
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rged by Co-ops; 
44 Sales Up 22% 


‘ontinued from Page 1) 

; might obtain loans from the 
bling them to finance new 
housing. Unless low-cost 
sing ean be obtained, accord- 


the league, a substantial 
tion of the millions of people 
esiring new homes will be unable 


pullc. 

‘tt was revealed today that Na- 
tonal Cooperatives has set up a 
ind of $30,000 to $40,000 to carry 
yt preliminary designing and en- 
neering work for a new postwar 
tome refrigerator it will distribute 
bnder the co-op label. A contract 
bas been signed with a private 
banufacturing firm for production 
yf the refrigerator, which, as now 
bn the books, will have an eight- 
y-nine cubic foot capacity, extra- 
arge ice-making facilities and 
rozen food storage space. 


Plan Radio Distribution 


Preliminary specifications have 
bso been set up for a line of 


1blishery 
lecided, 


gh ang 
itly by- 
tO juicg 
S. pack, 
ling up 


ye 1945 o-op radios, and a designer will 
nan a hortly be engaged to style radio 
tly wmpevinets, according to Otto A. 
yooh gurkkala, coordinator, electrical 
js ~~ snd appliance division of National 


ooperatives. A technical radio 
mommittee is in charge of this ac- 
ivity. 

Other appliances which National 
operatives plans to market after 
he war include electric irons, 
washing machines, vacuum clean- 
brs, electric water heaters, toasters 
und other table appliances. New 
roduction facilities will be devel- 


Dably x 
Sh meg 
moving 
Eh poin} 


al jeale 
of com 


€ mopped for water heaters. There was 

Priva™™&ome co-op distribution of appli- 
it it willnces prewar, and officials say this 
sikorskivill be resumed on a_ greatly 


Cticable 
s to run 
‘Even 4 
lave 3 


ncreased scale. 

Other additions to co-op lines 
recently revealed by the organiza- 
tion as being readied for the post- 
var period or sooner include 
igarets, a rust preventive and 
various farm machinery lines. 
Wallace Campbell of the league 
lenied today that there had been 
liscussion or action at the meetings 
here on the subject of tax legisla- 
tion. Admitting the cooperatives 
were running into a stiff fight on 
he tax question, he said neither 
the co-op league nor National Co- 
operatives is a political organiza- 
tion and that they would take little 
or no part in the various state and 
national legislative fights resulting 
irom attacks led by the National 
Tax Equality Association (AA, 
Dec. 25). 

He said many bills had been 
introduced in state legislatures to 
make co-operatives’ income subject 
to regular income taxes. A fort- 
night ago, he said, a law of that 
nature came up for action before 
the Kansas state legislature but 
was shelved for a two-year study 
beriod wheh 900 members of 
larmer co-ops appeared en masse 
to buttonhole their representatives. 

That the fight against co-ops is a 
real one, he added, was made clear 
in the current issue of the house 
rgan of Merrill, Lynch, Pierce, 
Fenner & Beane, investment house, 
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. HERE 1S ONE 
SON WHY WLIB IS 
ING OFF ON THE CASH 
ISTER...NO OTHER STA-. 
7/ON IN NEW YORK CONSIST- 
E)TLY PRESENTS THE * POPULAR 
SSICS WITH A BLEND OF 
0 = MODERN®. 


BI’. CASH REGISTER RINGS. — 


| jy: WLIB DOES NOT DUPLICATE 
© wy OTHER NEW YORK STATION'S 
ARKET ! 
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which said the NTEA campaign is 
the best-financed campaign of its 
kind since prohibition days. 

The league, Mr. Campbell said, 
at present has no plans to adver- 
tise on a national scale. The 
broadest campaign now is being 
conducted by several regional co- 
ops in northern Minnesota, Wis- 
consin, Michigan and North Da- 
kota, where co-op brands are 
promoted daily through quarter- 
hour radio programs over 10 sta- 
tions. Four radio stations in the 
Kansas City area are also used. 

A $10,000 sound, color film on 
co-op petroleum, for Central Co- 
operative Association, Kansas City, 
Mo., is nearing completion, and a 
new film strip, “Co-ops Move Into 
Production,” has been prepared for 
use by various co-op groups. 


Names J. M. Mathes 


General Textile Mills, New York 
and Carbondale, Pa., has named 
J. M. Mathes, Inc., New York, to 
handle advertising, with newspa- 


pers, Magazines and business pa- 


pers planned for a campaign this 
year. Originator of the Baseball 
parachute for dropping Army and 
Navy cargo and equipment, the 
company is 100% in war work, 
but postwar plans involve promo- 
tion of special parachutes for aer- 
ial delivery of mail, express~ and 
merchandise. 


Promotes ‘Bridal Pink’ 


Lady Esther Ltd., has launched 
a 13-week newspaper campaign for 
a new shade of face powder, Bridal 
Pink, in New York, Pittsburgh, 
Chicago, Philadelphia and Los An- 
geles, which will be extended later 
to other cities. The Biow Com- 
pany, New York, is the agency. 


Joins Auto-Lite 

L. B. O’Loughlin, formerly with 
International Business Machines 
Corporation, New York, has been 
appointed trade relations man- 
ager of the merchandising division 
of Electric Auto-Lite Company, 
Toledo. 


Porter May Address 
N. Y. Radio Forum 


The College of the City of New 
York, will hold the first annual 
Conference on Radio and Business, 
May 15-16 at the School of Busi- 
ness and Civic Administration 
(AA, March 5). Paul A. Porter, 
newly appointed chairman of the 
FCC is expected to be the featured 
speaker at the conference dinner. 

In addition to the presentation of 
eight awards for outstanding radio 
achievement during 1944, the con- 
ference will feature discussions of 
program building, the selling effec- 
tiveness of radio, time and talent 
costs and the economics of tele- 
vision. 


Beich Bar to Olian 


Paul F. Beich Company, Bloom- 
ington, Ill., has appointed Olian 
Advertising Company, Chicago, as 
agency for Pecan Pete candy bars. 
Radio spot announcements are 
being placed in major markets. 


53 

Appoints Addison Vars 
Frontier Fuel Oil Corporation, 
Buffalo, has appointed Addison 
Vars Company, Buffalo, to handle 
its account. The ’45 campaign in- 
cludes color ads in newspaper 


comic sections, daily 1,000-line 
newspaper ads, radio and outdoor. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by, the thousands daily—each copy read 
by many, and passed on from shift to 
shift—each copy working 24 hours daily 
to bring you coverage of feday's best- 
spending customers . . . 100,000 readers 
dafty! 


* *& THE *« * 
NEW HAVEN, CONN. 
JOURNAL-COURIER 


Should Know What 


PRINTING PRODUCTS CORPORATION 
Can Do For Them 


Equipment and 


SPECIALISTS IN THE PRINTING OF 


CATALOGS « PUBLICATIONS 


and printing requiring the same kind of equipment and organization to produce, 

such as Booklets, Price Lists, Flyers, House Organs, Convention Dailies, Proceed- 

ings of Conventions, Directories, College and Institutional Year Books, Paper 
Covered Books, Larger Quantities of Circulars, ete. 


HERE is a large volume of the kind of printing Printing Prod- 
ucts Corporation is best equipped and organized to produce, so 
if in doubt, it is best to write or phone what is wanted and informa- 


Organization 
Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


is umusual — Operation 


tion will be promptly given. 


Here is complete equipment and organization to handle all or any 
part of printing orders in which we specialize — from ILLUSTRA- 


TIONS and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


Business methods and financial standing are the best, which state- 
ment is supported by customers, supply houses, credit agencies, First 
Dun & Bradstreet, Inc., 
rates Printing Products Corporation and associates over $1,000,000 highest 


National Bank of 


standing. 


because of up-to-date equipment and best workmen. 
because of automatic machinery and day and night operation. 


because of superior facilities and efficient management. 


A printing connection with a large, reliable printing establishment will 
save much anxiety regarding attentive service, quality and delivery. 


WE ARE STRONG ON OUR SPECIALTIES 


Fioducls Corporalion 


(THE FORMER ROGERS 


Dah 


LUTHER C. ROGERS 
Chairman and 
Management Advisor 
L. C. HOPPE 
First Vice-President, 
Assistant Chairman 
and Managing Director 
A. R. SCHULZ 
President 2° d 
Director of Sales 


Chicago and other banks. 
PROPER QUALITY 
QUICK DELIVERY 


RIGHT PRICE 


NATIONAL AND LOCAL 


is Day and Night. 


setting. 


desired. 


& HALL COMPANY) 


PRINTER SPECIALISTS 


Artists °¢ 


Engravers * 


Electrotypers 


Telephone Wabash 3380—Local and Long Distance 
POLK AND LA SALLE STREETS, CHICAGO 5, ILLINOIS 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall Com- 
pany plant) 


New Display Type 


for all printing orders. 


Clean Linotype, 
Monotype and Ludlow type- 


All Standard Faces 


of type and special faces, if 


Good Presswork — 
one or more colors. 


Facilities for Binding 


as fast as the presses print. 


Mailing and Delivery 
service as fast as copies are 
completed. 


A SAVING is often obtained 
in shipping or mailing when 
printing is done in Chicago, 
the great central market and 
distributing point. 


H. J. WHITCOMB 


Vice-President and 
Assistant Director of 
Sales 
L. C. HOPPE 
Secretary 
Ww. E. FREELAND 
lreasurer 
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Lambert Squires 
‘Billie Burke’ as 
Servel Says Adieu 


St. Louis, March 22.—Lambert 
Pharmacal Company on March 31 
will take over sponsorship of the 
“Billie Burke Show” Saturday 
mornings on CBS, the program 
thus continuing without a break 
after Servel, Inc.’s decision to can- 
cel after the show of March 24. 

Listerine products will be pro- 
moted and the program is expected 
to continue its current format. It 
is heard on 138 CBS stations, 11:30 
a.m. to 12 noon, EWT. Lambert 
also sponsors the “Quiz of Two 
Cities” on a spot basis for Lis- 
terine, with last reports showing 
that program on stations in 21 
cities (AA, Nov. 13). Agency is 
Lambert & Feasley, New York. 


Ford Returns to NBC 


Ford Motor Company, Detroit, 
for the first time since 1937 when 
it sponsored “Universal Rhythm” 
succeeding its Fred Waring show, 
will return to the NBC network 
with “The Stars of the Future,” 


currently heard on the Blue Net- 
work. The NBC airing for Ford 
will be heard Thursdays, 1-1:30 
p.m., CWT, beginning April 6. 
J. Walter Thompson Company, 
Chicago, is the agency. 


Kerr Glass on Coast Air 


Kerr Glass Mfg. Corporation, 
Los Angeles, effective May 14 will 
sponsor Graeme Fletcher’s news 
commentary program over NBC’s 
Pacific Coast network. Raymond 
R. Morgan Company, Hollywood, 
is the agency. 


‘Carter’ for Acme 


Acme White Lead and Color 
Works, Detroit, beginning April 
22 will sponsor the “Nick Carter” 
mystery serial on 113 Mutual sta- 
tions, Sunday, 5:30-6 p.m., EWT. 
For the past 26 weeks Acme has 
tested “Nick Carter” on 16 Mutual 
stations and “The Shadow” on 33 
Mutual stations. The 52-week 
contract for “Nick Carter,’”’? which 
originates in New York, was 
placed through Henri, Hurst & Mc- 
Donald, Chicago. 


Drops ‘Stage Door’ Show 


Corn Products Refining Com- 
pany, New York, sponsor of “Stage 


Door Canteen” on CBS, is dropping 
the program April 20, and is can- 
celing the time, Friday, 10:30- 
11 p.m., EWT, on 54 stations. The 
variety show, presented in cooper- 
ation with the American Theater 
Wing, promotes all products, in- 
cluding starches, cooking oils and 
desserts. No reason for the decision 
to drop the show was given by 
C. L. Miller Company, New York, 
agency in charge. 


AFA Elects Six 


Advertising Federation of Amer- 
ica has elected the following to 
membership: WIND, Chicago; Re- 
publican-Times Printing Company, 
Ottawa, Ill.; Hessler, Inc., Wil- 
mington, Del.; Wendt Advertising 
Agency, Toledo; W. F. Hall Print- 
ing Company, Chicago, and Trojan 
Publishing Corporation, New York. 


Seeks Aircraft Industry 


A resolution has been passed by 
the Rhode Island state legislature 
and signed by Gov. J. Howard Mc- 
Grath directing the Rhode Island 
Industrial Commission to prepare 
an advertising campaign directed 
to airplane manufacturers who 
may decide to settle in the state. 


The 


WICHITA EAGLE 


Wichita, Kansas 


Announces the 


Appointment of 


O'Mara & Ormsbee., Ree. 


as 


NATIONAL ADVERTISING 


Representatives 


EFFECTIVE APRIL 15? 


NEW YORK 16 


270 MADISON AVENUE 


DETROIT 2 


640 NEW CENTER BUILDING 


v 


Offices in 


CHICAGO 1 


230 N. MICHIGAN AVENUE 


SAN FRANCISCO 4 


LOS ANGELES 14 
403 W. EIGHTH STREET 


v 


RUSS BUILDING 


O'MARA & ORMSBEE, Inc. 
Newspaper Representatives Since 1905 


Reconversion Is 
World Job, Bowles 


Warns Conference 


New York, March 22.—The 
problem of reconversion must be 
considered an international issue 
rather than a national one, Ches- 
ter B. Bowles, OPA director, told 
members of the National Confer- 
ence of Business Paper Editors 
meeting here this week. 

In a hard-hitting talk, after 
which Mr. Bowles asked that he 
not be quoted directly, he said 
that America must face up to re- 
conversion as a world issue be- 
cause business men in nations 
which were formerly known as 
bulwarks of the private enterprise 
system are frightened by the 
prospect that this country may not 
solve the problems of reconver- 
sion. Failure of the United 
States to attain effective results in 
the transition period might well 
lead this country into some type 
of belligerent nationalism while 
the rest of the world probably 
would go collectivist, he said. 

Among the problems facing in- 
dustry today are re-employment 
of 15,000,000 veterans, disposal of 
vast quantities of surplus goods, 
prevention of inflation and the 
task of actually converting plant 
facilities to peacetime production, 
he said. 


OPA Needs Full Support 


Discussing the future of govern- 
ment regulation, Mr. Bowles said 
that he was quite aware that the 
American people were tired of 
these rules, and that the OPA 
would need everyone’s support, 
business, labor and farmers, if it 
is successfully to meet these re- 
conversion problems. 

Addressing the same group, J. 
Howard Pew, president of the Sun 
Oil Company, suggested that lend- 
lease materials which are surplus 
at the end of the war and the 
Bretton Woods monetary agree- 


mamaae 


ae 


ments be used as protect y 
vices if there is any att 
“strong-arm” the United 
into cartel arrangements. 
Mr. Pew said that “fey 
today are openly raised in 
of the so-called private ca 


more believe in governme (C 
trolled agreements.” He d 
the Anglo-American pe, stor’ 


agreement as typical of tie “ 
per-state cartel.” 
Another opinion on the 
reconversion crisis was iced 
here this week by Leo ‘herp 
executive secretary of tie R,. 
search Institute of America, x 
warned that “the longer citbac 
in war production are delayed, thy 
more certain we are of their syJ 
den occurrence in great volun 
after Japan is defeated and ty 
greater the possibility that dro, 
ping prices, contracting employ, 
ment and fear may degeneratd 
into a thorough-going deflation! 


Neblett Transcriptions 
Aiding Deaf Veterans 


Approximately 3,000 servicemen 
deafened in combat and undergoing 
treatment at Borden General Hos! 
pital, Chickasha, Okla., are being 
helped to regain their hearing by 
transcriptions of “So the Stor 
Goes,” production created and pre. 
sented by Johnny Neblett thre 
times weekly over CBS stations, 

Requests for recordings of thé 
program, sponsored in some area 
by Edelweiss Brewing Company 
and in others by Borden Dairy 
came through Tracy-Locke Com: 


ssocia 

1 th 
ny ™ 
disc 


pany, Dallas agency for Borden a 
from hospital officials. The Nebf») ¢ 


lett series was chosen, the hospitd 
said, for its clear diction and in- 
teresting subject matter. 


: sell 
White Names Seeds 

Bob White, Chicago food sale | 

consultant, has appointed Russe 3. l 


M. Seeds Company, Chicago, to 
handle advertising. An extensive 
trade paper schedule has been r- 
leased to the canning, food manv- 
facturing and allied fields. 
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IN BACK OF 


- « « A BASIS FOR BUSINESS 


Homes, and all that goes into 
them, are closely allied with New 
Hampshire industries. Definitely 
and good is New Hamp- 
shire’s future . . . according to 
an industrial survey report re- 
leased by the Committee for 
Economic Development. Recon- 
version is no problem because of 
the stability of products made 
throughout the state. Employ- 
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ment, according to the report, Sie Mancheste ine 
will increase further. Incomes — Tinton feat . me 
buying power — are assured. 40,138 ABC... lia 
New Hampshire — NOW and the State’s accept “8 
TOMORROW Metropolitan daily - : 
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[C Cracks Whip 
n Association in 
air Trade Case 


(C itinued from Page 1) 
store.. These items are obtained 
om ccrtain manufacturers and 
stribuiors Who package them 
‘clusively for home service mer- 
ants. . 
in its findings, FTC said the 
ociation “considered it desirable 
at its members insofar as pos- 
hie deal in merchandise on which 
e monufacturer or distributor 
bogestcd and cooperated in main- 
ining retail prices.” 

“It is also apparent from the 
cord,” the findings state, “that 
e association and its members 
ght by cooperative action among 
bemselves to exercise control over 


“oD >, 


flation’ 


ants’ resold merchandise to the 
blic and used their collective 
eight and influence to secure the 
operation of the sources of sup- 
ly patronized by them in prevent- 
bg price cutters or other competi- 
brs they considered objectionable 


ns 


ns 
7icemen| 
lergoing 
ral Hos. 


© being om securing supplies of mer- 
‘ring by. andise from manufacturers and 
2 Story istributors catering to the spe- 
ind pre.) needs of ‘home service mer- 
tt thre ants.” 

tations, HM 11,2, 


Under the order, members of the 
ssociation are forbidden to: 

1. Induce, persuade or coerce 
ny manufacturer or distributor 
discontinue selling or refuse to 
ll his product to competitors of 


of the 
1€ area 
om pany 
1 Dairy 
e Com 


Borden. association members. 

ie Neb Carry on between themselves 

hospital. with others communications to 

and in#M™@.juce, persuade or coerce manu- 
turers or distributors to refuse 
)sell to their competitors. 

7 Suppliers Omitted 

xd sales 


3. Use any scheme or device to 
inder, obstruct or prevent any 
ompetitor from freely purchasing 
ommodities he handles in the 
ourse of business; or to prevent 
ny individual or corporation from 
oing into competition with them. 
These brakes on the association’s 
rice fixing activities are not to 
pply to brands actually owned by 
he association. 

Procter & Gamble Distributing 
ompany, Commercial Labora- 
ries, Newark, Mother Hubbard 
Products, Chicago and West Bend 
luminum Company, West Bend, 
., had been named in the com- 
aint, but the cases against these 
ompanies were dismissed without 
prejudice. 

Another FTC case involving fair 
ade practices is now pending in 
ihe courts where Eastman Kodak 
ompany is contesting an order 
etting aside resale prices for 
odachrome and magazine film. 
While FTC did not question the 
procedure used by Eastman Kodak 
0 set resale prices under the Mil- 
er-Tydings amendment, and the 
air trade laws of 44 states, it 
nsists that Kodachrome and maga- 
ine film cannot come under fair 
rade practice laws because there 
re no similar products in free and 
bypen competition in the market. 
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Moore Directs New 
WLW Coast Office 


The broadcasting division of 
Crosley Corporation, Cincinnati, 
owner of WLW, has opened Pacific 
Coast offices in the First National 
building, Hollywood, under the 
direction of Tracy Moore. Mr. 
Moore for the past three years has 
been western sales manager for 
the Blue Network, and was pre- 
viously sales representative for 
NBC and sales manager of KEX, 
Portland, Ore. 

Mr. Moore will also repreesnt 
KGIR, Butte, Mont., and the Z-Bar 
network, with headquarters at 
Butte. 


Sears Names Cummings 
L. Herbert Cummings, formerly 
advertising manager of the St. 
Louis group of four Sears, Roebuck 
Co. stores, and recently with 
Sears in Birmingham, Ala., has re- 
turned to St. Louis, as sales man- 
ager of the group. 


EDWARD M. KING 

Darien, Conn., March 21.—Ed- 
ward M. King, president of Gaines 
Food Company, subsidiary of 
General Foods Corporation, New 
York, died of a heart attack March 
14 at his home here. Prior to be- 
coming president of Gaines in 
1944, he had been since 1930 in 
the sales department of General 
Foods. 


HENRY C. WHITTLESEY 

Bryn Mawr, Pa., March 20.— 
Memorial services were held here 
March 17 for Capt. Henry C. Whit- 
tlesey, 38, Army Intelligence offi- 
cer, who was killed in China Jan. 
21. He formerly was advertising 
manager of Strawbridge & Cloth- 
ier, Philadelphia department store. 


GEORGE S. MACDONALD 
New Rochelle, N. Y., March 20. 
—George Saxe Macdonald, 78, 
president of the Lockwood Trade 
Journal Company, Inc., which pub- 
lishes Paper Trade Journal, Lock- 


wood’s Directory of the Paper and 
Allied Trades, and Tobacco, died 
here yesterday at his home. Mr. 
Macdonald, a former president of 
the Radio Dealer Publishing Com- 
pany and the Gibson Burnham 
Publishing Company, had been 
president and director of the To- 
bacco Trade Journal Company 
and the Macdonald Publishing 
Company. 


JOHN R. MILLER 

New York, March 21.—John 
Robinson Miller, 64, vice-president 
in charge of sales, West Virginia 
Pulp & Paper Company, died at 
his home here March 15. A vice- 
president since 1921, Mr. Miller 
had joined the company as an 
office boy in 1896. 


Santa Fe Appoints 

Holder Morrow Collier, Inc., 
Chicago and Miami agency, has 
been appointed for the Santa Fe 
Trail Transportation Company, 
Chicago and Wichita, and the 
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Santa Fe Transportation Company, 
Los Angeles. Media will be news- 
papers, radio, car cards and out- 
door. 


THE BUILDERS OF 
10,000,000 POSTWAR 


HOMES COULD SPECIFY 
YOUR PRODUCTS 
TELL THEM ABOUT YOUR 
MATERIALS AND EQUIPMENT 

THEY READ 


PRACTICAL BUILDER 
(Read by 58,500 alert builders) 
 §9 E. Van Buren Chicago 5, tl. 


The FISHER BREWING CO., 
of Salt Lake City, has found 
Transit Advertising a consistent, 
effective medium. 


reanc a rieHee 


em kU renee 


FISHER BREWING COMPANY 


160 South Tenth Wesr Phone 4-5508 
SALT LAKE CITY 11, UTAH 


January 3, 1945 


Mr. L. C. Bennett 

Traction Advertising Company 
Continentel Bank Building 
Selt Lake City, Uteh 


‘Let Western Transit Advertising 
do a most effective job on the 
Pacific Coast for your product. 


For details contact the nearest 


office listed below. 


Dear Mr. Bennett: 


Advertising in Salt Lake City buses and car cards 
ie very effective, in our opinion, as evidenced 
by our use of this medium for eight consecutive 
yeors. 


We devote considerable attention to the message 
end the design and have attempted to produce un~ 
usual "“attention-getters." By sufficiently 
frequent chenges, we keep the cards fresh and at- 
tractive in appearence, 


We sppreciste wery much the intelligent, cordial 
eooperetion you heave slways extended. 


we 
Bs 


The Miller-Tydings Act provides 
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P arouses definite, traceable al 
. com nent and inquiry. 
25°00 Circulation. 
( Res ful — Economical. | F 
~a Ask for a Sample Copy | _ BUY “THE WHOLE PACIFIC COAST”—AS A PACKAG Ee 
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Unfilled Orders 
$77,000,000 But 
Profits Up: Ward's 


Chicago, March 22.—With Army 
operation of some of its properties 
providing a unique topic for its 
73rd annual report, Montgomery 
Ward & Co. told stockholders 
yesterday that net profits, sales 
and earnings were higher but that 
more than $77,000,000 was sent 
back to mail order customers who 
ordered unavailable goods. 

Briefly reviewing the dispute 
with the government, Sewell 
Avery, chairman of the board, de- 
clared that since the Army took 
over last Dec. 28 it appropriated 
cash on hand to its own use, sold 
the company’s merchandise and 
retained the money collected, and 
appropridted payments made by 
customers on accounts owed Mont- 
gomery Ward for goods previously 
sold. “Despite these actions,’ said 
Mr. Avery, “the Army by Jan. 31 
had paid from its own funds $2,- 
306,474 more than it had appropri- 
ated.” 


Army Officials meanwhile an- 
nounced that it would no longer 
collect on accounts for goods sold 
on time prior to taking possession, 
and on other accounts due Mont- 
gomery Ward. They also said dis- 
puted receipts would be turned 
over to the company. 


Net Sales Up 4% Over ’43 


Net sales for the year ended Jan. 
31 were $620,968,523, 4.2% above 
the previous year, while earnings 
before taxes advanced from $31,- 
932,098 to $49,065,839. All divi- 
sions operated profitably, Mr. Av- 
ery said, with mail order operations 
improving substantially despite 
unfilled orders. Merchandise in- 
ventories were $117,530,922, down 
5.7%. Combined merchandise in- 
ventories and orders in the hands 
of suppliers were up about 15%. 

In a proxy statement accom- 
panying the report, Ward’s asks 
stockholders at the forthcoming 
annual meeting April 27 to de- 
feat two resolutions condemning 
the company for its labor policies 
and charging, among other rea- 
sons for action, “waste of corpor- 
ate assets in litigation and adver- 
tising.” 


Agency Reorganizes 

Wilhelm-Laughlin-Wilson & As- 
sociates, Houston, has been organ- 
ized following the dissolution of 
Gano-Wilhelm-Laughlin of Hous- 
ton March 1. The reorganized firm, 
which will continue to occupy the 
former agency’s offices in the 
Esperson building, includes the fol- 
lowing personnel: Stephen. R. 
Wilhelm, in charge of radio; W. R. 
Laughlin, in charge of publication 
advertising; J. B. Wilson, in charge 
of art and production; Frank H. 
Stewart, radio production direc- 
tor, and Earl M. Richards, copy 
and research executive. 


Schafer Promoted 


Ward R. Schafer has been 
elected vice-president in charge of 
sales of Edison General Electric 
Appliance Company, Chicago, 
maker of Hotpoint appliances. Fol- 
lowing a leave of absence from 
the company in 1942 to superin- 
tend construction of a butadiene 
plant in Texas, he returned to 
Edison as manager of the western 
sales region in 1943, later being 
placed in charge of all Hotpoint 
sales, 


THIS NEW MARKET 
ON YOUR SALES MAP 


MACON’S 
GROWTH WILL LAST 


Macon’s wartime expansion is a 
direct result of the farsighted 
efforts of Macon businessmen. 
Careful surveys of the Macon 
territory have been made and 
are being supplied manufac- 
turers. Many new industries 
have already planned to settle 
here—others are interested. Ma- 
con has a great post-war future 


ing records—another 
100,000 class. 


All figures from Sales Man- 
agement Survey of Buying 
Power, 1944 


MACON—NOW IN THE BIG TIME 


Here’s a new major market to add to your market- 


metropolitan market in the 


Macon’s metropolitan population is 
now 104,800, retail sales $49,012,000. But there’s 
more to Macon—the 22 surrounding counties have 
a total population of 370,000, retail sales of over 
$90,000,000. Don’t overlook this easy to cover mar- 
ket. The Macon newspapers alone reach 44% of the 
families in this great new market. You can’t afford 
to miss Macon—hub of Georgia’s 2nd largest market. 


THE MACON NEWS 


and 


THE MACON TELEGRAPH 
MACON, GEORGIA 


Represented by The Branham Co. 


Todd Joins Y&R 


Charles Todd Lee, previously 
with the Coordinator of Inter- 
American Affairs as assistant to 
Don Francisco, for four years, has 
joined Young & Rubicam’s inter- 
national division. 


Names Cecil & Presbrey 
Julius Kayser & Co., New York, 
has appointed Cecil & Presbrey, 
Inc., New York, as its agency, ef- 
fective July 1. The clothing ac- 
count is currently handled by Pet- 
tingell & Fenton, New York. 


Farley Elected V.P. 


Adrian Farley, an account ex- 
ecutive of Albert Frank-Guenther 
Law, New York, for the past 12 
years, has been elected vice-presi- 
dent of the agency. 


Spence to Hoffman 

D. D. Spence, formerly head of 
various West Coast operations for 
Firestone Tire & Rubber Company, 
has joined Hoffman Radio Corpo- 
ration, Los Angeles, as public re- 
lations manager. 


Advertising Age, March °° 1945 
Tide Water to Sponsor 
Eight Basketball Garneg 


Tide Water Associated ©)| Com 
pany, New York, is sp: nsorjp,im 
play-by-play descriptions of 4° 
eight college tournament bask. 
ball games being played ji: 
son Square Garden this s| 
WINS, New York, WIBG 
delphia, and WCOP, Boston. 

Don Dunphy is handlin; 
9:45 p. m. EWT sportscast 
end with the benefit A 
Red Cross game March 29, ‘ 
is Lennen & Mitchell, Ne, 


AY 


Appoints Ramsey Co, 
The L. W. Ramsey Company 
Chicago and Davenport, la., hs 
been appointed to handle the 
count of the Sieg Compam 
Davenport, wholesale  distribyty 
of motor supplies and equipmen 


Cantril to Film Center 

Dr. Hadley Cantril, director ¢ 
public research for Princeton Uji. 
versity, has been appointed to hea 
the audience survey section of th 
Princeton Film Center, Princeton, 
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Meet WHB’s 


When we need an alert engineer to 
do a job that hasn’t been done yet 
ai especiaily, those jobs that ap- 
parently can’t be done! — Riddle’s 
our man! At 35, he’s old enough to 
be a seasoned operator—yet young 
enough to tackle enthusiastically 
problems requiring vision and ima- 
gination. 

Riddle designed and constructed 
WHB’s high frequency transmitters; 
and his (and our) special pet is the 
“WHB Magic Carpet” — our short- 
wave truck for remote pick-ups be- 
yond telephone lines. To inaugurate 
the last War Loan in Kansas City, 
Riddleand WHB’s Dick Smith lashed 
the “Magic Carpet” to a landing 
barge about to be launched at the 
Darby shipyards — and rode down 
the ways into the Missouri River 
with it, while Dick Smith gave a 
“wave-by-wave” description. That's 
typical of WHB’s ingenious “special 
events” broadcasts. 

Riddle’s hobby is to ride railroad 
engines. He’s a “swing band” fan... 
a record collector...and cuts very 


For WHB Availabilities, ‘Phone DON DAVIS 
at any of these “SPOT SALES” offices: 


RAMSAS CITY ....«-. 
NEW YORK CITY . . . 400 Madison Avenue .. . 


Kansas City « 
Missouri 


Lindsey Riddle - 


Our Studio Supervisor .... FM, Facsimile, Tele Enthusiast! 


CHICAGO ..... 360 North Michigan ...... FRA: 
HOLLYWOOD ... Hollywood Blvd. at Cosmo . . HOllyw 
SAN FRANCISCO ..... SD Gee wees we ss EXbr 


Wichita «+ 
Kansas 


Bae 
+ a tet Yer 


prop 
In a 
Weel 
were 
units 
the 

tion 
follo 


fine E.T.s from the Mutual Network 
line, for “playback” broadcasts 0 
WHB. He’s enthusiastic about thre 


great new shows on WHB, too: came 
“SONG and DANCE PARADE”—with RUS ey 
HUGHES. A full hour of popularjrecordinn gym 
broadcast Mondays through Satur:ays #? Ham 
p.m.—with popular Rush Hughes of KW mate 
as Master of Ceremonies. This program "HR othe. 
KWK from a1.5 to a 4.9 Hooperat::.g mom nd 
ings in St. Louis—and it has alrea'y Ww! — 
4.2 in Kansas City! Quarter-hour ;«rticim 95 | 
tion sponsorships available, 3 to6day: wees Or 
“THE FIRST FIVE” — with RUSH /UGHE Am: 
Kansas City’s “‘best seller’’ recor’s, 45" Ame 
ported daily by leading retailers~ \o¢¢° RE non 
with their ‘platter mates’’, some f nating = 
and rhythmic “extras”... and the voice® and 
Rush Hughes! Forty-five minute nigh“ Toh 
Mondays through Saturdays, at6.!. ».™. AS Am 
Don Davis for participation availa’ ‘Ue “ 


“KANSAS CITY HOT CLUB’—wi' ' 
GANTT. Nightly quarter-hour of «re? 
jazz’ recordings, featuring the ©!!-0™ 
great names in jazz music... with lliges 
andinteresting commentary by Ja Ganty 
A sure-fire 7 p.m. feature availabl: °'s* 
sorship now, 


If you want to sell the 
City market, WHB is you 4! 
medium! 


Scarritt Building 


Great Bend * 
Kansas 


Salina «+ 
Kansas 
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camels Says OPA 


nes 
1. Com. ) s 8 F 
‘SOT ing if 
“Policies Force 
Jasket. 
Madi. \ 
6,000,000 Ad Cut 
Phila. yY r 
12 the (Continued from Page 2) 
Which }1,061.181, and Lorillard, $10,- 
leTica 95,83! 
\gencyfi/ Reyrolds spent one-third, or 
York fl 11,934.298, of its nearly $35,000,- 
D090 total in all of these media in 
or hese periods for network radio 
_— ime. plus probably $12,000,000 
‘Dany (ore for radio talent costs. Maga- 
‘. hall ines and farm papers accounted 
‘he acM- $10,003,144 of the four-year 
Ompan otal, and newspapers from 1941 
stribut hrough 1943 were $12,937,918. 
1\pmen\feynolds formerly scheduled about 
, 1300 dailies regularly for Camel. 
Se 
+e Radio Gets Bulk 
on Uni. The bulk of American Tobacco’s 
| to heagiimme22.000,000 four-year total for net- 
n of thlwork radio time and magazine 
‘incetonfimepace, including three years in 
mewspapers, was $13,549,280 for 
——_.. network radio time. Magazines in 


four years received $7,427,322 and 
jaily newspapers only $1,086,446 
in three years. American spent 
878,209 in newspapers in 1943, 
Bonly $342 in this medium in 1942, 
and $207,895 in 1941. 

Of Brown & Williamson’s $11,- 
000,000 four-year total, $8,869,948 
was for network time, $1,881,194 
for magazines, and $310,039, in 
three years, for newspapers. In 
1944, however, B&W expanded 
newspaper efforts, chiefly for 
Raleigh cigarets. 

More than half of the Liggett & 
Myers four-year total of more than 
$28,400,000—or $15,582,684—was 
for network radio time. Magazines 
accounted for $6,838,777 and news- 
papers, in three years, $6,004,095. 
In 1941 L&M spent $3,467,025 in 
newspapers, with about 1,500 pa- 
pers regularly scheduled. Its 
newspaper figure, however, was 
cut to $824,174 in 1942, then in- 
creased to $1,712,896. 


More Evenly Divided 


Lorillard’s $10,700,000 four-year 
total was more evenly divided— 
$3,307,962 for network radio time; 
$2,708,264 for magazines, and $4,- 
579,613, in three years, for news- 
papers. Of the $18,300,000 Philip 
Morris total, $8,014,086 went for 
network radio time, $5,726,429 for 
magazines, and $4,571,632, in three 
years, for daily newspapers. The 
Philip Morris newspaper figure, 
however, declined steadily, from 
— in 1941 to $1,246,322 in 

Among the major brands, Lucky 
Strike has had the largest sales in 
proportion to advertising volume. 


- In a recent tabulation by Business 
F Week Lucky Strike sales for 1944 
usiast! were estimated at 82.9 billion 
units, or more than one-fourth of 
Netwotf™ the nation’s total cigaret produc- 
dcasts OM tion of 324.2 billion units. Camel 
out tht followed with 73 billion, and then 
, t00: came Chesterfield, 60 billion; 
with RUM CDilip Morris, 33 billion, and Old 
recordings COld, 19.6 billion. Brown & Wil- 
urdays sme amson’s Raleigh brand was esti- 
8 ie mated at 16.5 billion, and three 
ma a other B&W brands—Kool, Wings 
ay woot 2d Avalon—had between them 
r partici 9.5 billion, 
salute On the other hand, Pall Mall of 
{ HUGH American Tobacco’s affiliate, 
or’s, me merican Cigaret & Cigar Com- 
+. nati P20Y. was estimated at 7.5 billion 
he voice MM and Herbert Tareyton of American 
te. nig Tobacco at 3.8 billion. Thus 
a: ities. [Mer can’s 50-odd cigaret brands 
sy JAMO ty Qave totaled between them 


nea) 100 billion units. 


P You the Most Thor- 

Coverage of the Most 
‘ ; Market on the Largest 
a Size at the Lowest 
e Rate Per Thousand 


’ Automotive Field. 
TO) TIVE DIGEST, Cincinnati 10, Ohio 
etl 


Of Camel’s 73 billion total, 32 
billion went for export to our 
armed forces overseas and for 
lend-lease, as against only 19.9 of 
Lucky Strike’s 82.9 billion total. 
Chesterfield shipped abroad one- 
fifth, or 12 billion, of its 60 billion 
total; Philip Morris, 8 billion of its 
total 33 billion; Old Gold, 5 of 19.6 
billion, and Raleigh 4.5 of 16.5 bil- 
lion. More than one-fourth, or 85 
billion, of the total production of 
324.2 billion, was exported. 


LEADERS QUERIED 


ON CURRENT PLANS 

New York, March 22.—Follow- 
ing R. J. Reynolds Tobacco Com- 
any’s decision to cancel sponsorship 
of the Jimmy Durante-Garry 
Moore show on CBS after the 
March 30 broadcast (AA, March 
12), ADVERTISING AGE queried the 
five leading tobacco companies, all 
using radio advertising, as to their 
plans for that medium, as well as 
for existing magazine or newspa- 
per schedules. 

Brown & Williamson Tobacco 
Corporation said all advertising 
appropriations “were revised 
earlier this year to meet changed 
conditions, but we plan to main- 
tain current schedules on Raleighs, 


Kools and Wings.” B&W has two 
half-hour evening shows on NBC 
for Raleighs and Kools—‘‘Raleigh 
Room with Hildegarde” and ‘“Car- 
ton of Cheer,” talent for which 
will be changed the end of April, 
probably to Edward Everett Hor- 
ton and Billie Burke. 


L&M ‘Practically the Same’ 


Liggett & Myers Tobacco Com- 
pany expects.1945 advertising to 
be “practically the same” as 1944. 
For Chesterfields, the company 
uses two network shows—‘Supper 
Club” five times weekly on NBC, 
and ‘Music That Satisfies,” thrice 
weekly on CBS. L&M plans to 
continue current magazine sched- 
ules, uses no newspapers, and says 
the outdoor picture is “fairly 
quiet” at present. 

Speaking for Philip Morris & 
Co., W. C. Foley, vice-president, 
reported that the company’s plans 
“are fluid and subject to change in 
keeping with changing conditions.” 

American Tobacco Company has 
“no statement at present.” 

P. Lorillard Company is con- 
tinuing its large-scale newspaper 
drive for Old Golds, “Comedy 
Theater’ Sunday nights on CBS, 
and “Which Is Which” Wednesday 


nights on CBS, all featuring the 
theme introduced last fall of “Why 
Be Irritated?” 

At Lorillard’s recent annual 
meeting, H. A. Kent, president, 
reported the company had pro- 
duced 14% more cigarets in Janu- 
ary and February this year than 
in those months last year. Tax- 
free Old Golds for troops overseas 
took 34% of the company’s total 
output in the first two months this 
year, compared with Only about 
14% a year ago, Mr. Kent said, 
while an additional 8-9% of cur- 
rent production is going to the 
armed forces in the U. S. 


Campbell Soup May Sign 


Although Reynolds drops the 
Durante-Moore show March 30, 
the program is expected to con- 
tinue on the full CBS network in 
the Friday 10-10:30 p.m., EWT, 
period, April 6. Campbell Soup 
Company is reported taking over 
the program, placing it through 
Wm. Esty & Co., New York, the 
Reynolds agency which developed 
the show. Campbell already spon- 
sors two other shows on CBS—“‘The 
Jack Carson Show,” Wednesday, 
and ‘Radio Reader’s Digest,’’ Sun- 
day, placed by Foote, Cone & 
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Belding and Ward Wheelock Com- 
pany, respectively. 

Queried on the new Campbell 
account, the Esty agency had no 
comment to make. 


Survey on Farm Plans 
Put in Book Form 


“Looking Ahead in the Farm 
Building Market,” a booklet re- 
leased by Curtis Publishing Com- 
pany, contains results of a survey 
of plans of more than 2,300 farm 
families for building new homes, 
buying appliances, etc. 

Prepared for distribution to 
agencies, the building industry 
and advertisers in Country Gentle- 
man, the booklet shows how farm- 
ers expect to pay for improve- 
ments, what use they intend to 
make of prefabricated construc- 
tion parts, etc. (AA, Nov. 27). 


Rose to Pathescope 


Maj. John C. Rose, recently with 
the information and education di- 
vision of the War Department and 
previously with Walt Disney Pro- 
ductions, Hollywood, has joined 
Pathescope Company of New York, 
as production executive. 


mM. 


66 I have just come back from France .. . 
was talking to a doctor in one of the 
armored divisions with which I spent a few 
days. He said one of the big factors in saving 
lives was a large picture book he received a 
few months before he came overseas. It was 
filled with good pictures which showed the 
nature of combat wounds in a simple way 
... practical, exact, standardized training. 
He was talking about the First Aid Portfolio 
... In the opinion of this medic and many 
others the Graphic Portfolio is saving lives. 


you certainly could make good claims for 
it... ”—letter from a Special Services 


soldier, SHAEF. 


Tux: Army’s Graphic Portfolio . . . some 
of which we helped prepare, as well as 
produce... is an improved, more efficient 
form of group presentation. A subject is 
reduced to its simplest terms. Each topic is 
pictured or illustrated in actual application 
or effect. There is enough reiteration to 
make a dent in the average memory, and 


voice, or personality. 


**If you continue with this type of work, 


“I have just come back trom france’ 


I compensate for any lapse of attention or 
self-distraction on the listeners’ part. The 
pace is brisk, spirited. Participation keeps 
the audience alert, interested. The eye and 
ear conflict which makes so much visual 
presentation ineffective, has been avoided. 
The speaker has full directions and large 
legible script on the back of every sheet, 
does not need to memorize long text or 
require much advance study. Presentation 
does not depend on the speaker’s memory, 


Tue U.S. Army has found the Graphic 


Portfolio an especially effective training aid, 


demonstrated that the device has unlimited 


of a uniform story 


Cinsou-Sreeman Co., Inc. 
Pedagogically Proficient Lithographers 


STARR & BORDEN AVENUES, LONG ISLAND CITY, NEW YORK 


application for business—in training store 
personnel, salesmen, service men, dealers; 
and in actual saleswork. Not the least of 
its merits is that it ensures uniform delivery 
as often, as widely, as 
variously wanted—keeps instruction or 
selling on the track, is usable by almost 
anybody without special experience or 


training. Demonstration on request. 
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Mmmmm—Mom’s displaying her new Spring outfit! 


But she’s not too worried about the family’s verdict. 
Like so many homemakers, Mom depends on the 
counsel of The CHICAGO TIMES Fashion Editor, 
Rose-Mary, who is Secretary of the authoritative Chi- 
cage Fashion Group. It was Rose-Mary’s millinery 


contributions to the February Fashion Show of the 


CHICAGO'S MODERN 


THE 


Chicago Fashion Industries which were especially 
commended in Time and Life magazines. 


A variety of expertly-staffed women’s departments is 
just one of the reasons homemakers insist on The 
TIMES. Upwards of 440,000 Chicago families buy it 
every day. More than 100,000 families have The 
TIMES delivered directly to their homes—the largest 
evening home-delivered circulation in the city. 


FAMILY NEWSPAPER 


‘TIMES 


CHICAGO'S URE NEWSPAPER 
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DUTCH BOY RETURNS—This page, 
appearing in the April American 
Home and Better Homes & Gardens, 
marks National Lead's first product ad- 
vertising in several years. Marschalk 
& Pratt, New York, is the agency. 


TANGY. .ORY.. STOPS THIRST 


NEW MAN TAKES OVER—"A certain ‘nice boy’ look, just a shade too earn- 

est" is what the Moxie Co., Boston, decided about its original Moxie man" 

trademark, shown at the left. The new man in the old pose is being used 

in window displays and ads in 26 New England newspapers through Kelly, 
Nason, Inc., New York. 


NAX GUESTS—Among those at the recent Chicago presentation of the 
NAX sound film illustrating the station's farm market potential were, clock- 
ise from left: Harlow P. Roberts, Goodkind, Joice & Morgan; Lowell E. 
ackson, The Katz Agency; James H. Allen, WNAX, Yankton, S. D.; Lt. Fred 
. Edwards; Don Inman, WNAX manager; G. H. Gunst, The Katz Agency; 
Phil Hoffman, vice-president, Cowles Group, and S. L. Katz, The Katz Agency. 


NEW TWIST—The only woman who 
can cross her legs three times is the 
description Arthur H. "Red" Motley, 
publisher of American Magazine, gives 
for "Pam," the mannequin designed 
along the lines of Hollywood-inspired 
figure measurements. Red is shown 
here as guest on Martha Deane's pro- 
gram on WOR, New York. 


cw LASTER 


(NAME OF SPONSOR) 


COLLECTOR—This is one of the series 
of ads prepared by the War Adver- 
tising Council for the United Nations 
Clothing Collection drive. Benton & KOTEX SALES AID—Zipprodt, Inc., 
Bowles, New York, is the volunteer Chicago, lithographed this full-color, 


y 


i 


HUT THE SAME O10 YATS 


agency, with Gordon Cole, Can Manu- 

facturers Institute, as campaign man- 

ager, and Donald Meldrum as council 
staff manager. 


40-inch display for International Cellu- 

cotton Products. When _ installed, 

stacks of Kotex boxes will appear on 
either side of the display. 


a a 
h. > cath one POR. Aven “That ptanths for Post Bar. You ene. se make erintion prodacts, like 
the Lemus Lyommumg atrplame exgine, Amencan Haltow Steet Propelters and precise aircraft 

engine parte Kaght now we're fall-up with war work, tike off companion, After the wae we'll 
keep on wah aviation goods —but se Ht also ered something fre to make to keep our plants 
and workers mentally cmploved 


“AEOD homechedd applinwoes —that's what we'll mater 
whee C.t. Joe eo jenger needs ear full capacity, And shed 
applianess they «ill bel... There's the AVOO Anteanatic 
Dow Opereter thetl apen or claw your garage doar 
tury the lebts ce or offer the touch of a button ie 
sow ear or ue your hwuse, AB dane by elootronies 


“And the AVOUT Kitchen range, fest of several wouderful aew AYOD 
hitchen oppliances—M her er. what 2 cook ptowel A rich man's range at any man's 
pre and teary the minute Leck Sau can ary “Ohew, 4000, ge ald.’ And 


the new AVOU Spencer Heaters. What ae uprovement theyre going to be! 
- 


B orkome? Vow bet I am. Bot off excited. tee, And =: will you be when vou 
cee what (ce been plauming foe the poxtorer AVG) hame appliances hine’” 


“Boy. am | busy! 


EASTER MESSAGE—Following its war- 

time custom of sending holiday greet- 

ings to overseas service people, Gruen 

Watch Co., Cincinnati, has scheduled 

this Easter message in 45 newspapers 

of 18 different countries. (Story on 
Page 6.) 


bs 


COORDINATED—This new promotion material—display card for retailers, 

tlling helps booklet and salesman's portfolio—has been produced for Mun- 

‘ingwear, Inc., Minneapolis. The display card at right is a frame in which 
ight line-drawings of Munsingwear items may be interchanged. 


Stay at home-and /ike /f 


SPENCER HEATER 


raeoget 


TRADE CHARACTER EXPLAINS—"'P. W. Avco," which stands for Post-War, 
tells consumers in this Sunday roto ad about the household products he's busy 
planning for the future. The account of Aviation Corp. wartime maker of ae 


> S=REAK—Brewing Corp. of America hit one of the time!y news breaks for which the SEP is noted, when this poster, 
Lycoming airplane engines, is handled by McCann-Erickson, New York. 


n its new series for Carling’s Red Cap ale, went up on the boards just as the curfew rang across the country. 
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YANKS CRACK ME 


Mother Guilty 
f Torturing 
er Baby Son 


Sentence Up to 


14 Years Possible 


Under Verdict 


. (Picture on Page 8.] 


.Mrs. Betty Jane Dybicz, 
blonde 20-year-old mother of 
found 
guilty last night of assault 
intent to murder her 
baby son, Dennis, by a jury, of 
eight women and iour men be- 


two children, was 


with 


fore Chief Justice Harold 
Ward of the Criminal Court. 


The verdict carries a maximum 


sentence of up to 
prison 


14 years 
The defense 


on the motion. 


day 
Mother at Liberty on Bond. 


Mrs. Dybicz left the courtroom 


attorney, 
Harold Levy, immediately made a 
motion for a new trial, and Judge 
Ward set Nov. 22 for a hearing 
If a new trial is 
denied, he will pass sentence that 


G. 


in 


after she heard the verdict. Judge 
Ward ruled that she may remain 
at liberty under a $5,000 bond 3 
pending disposition of the retrial 4 
motion : ba ’ 

The jury received the case at 
5:15 p.m. and, after taking an 


hour for dinner, deliberated two| Poprjcic 
hours before returning the verdict Aurora 
at 8:15 p.m. Six of the jurors were aawet, 
mothers and three were fathers.| who is: 


At a three-day trial, the jurors 
had heard the states claim that 
Mrs. Dybicz tried to kill her son 


when he was 6 weeks old by drop- Seabe: 


ping him and twisting his arms and 


legs on two occasions—Aug 
and Aug. 16. 


10| 
The child suffered n 
fractures of the skull, left arm, 
Stri 
» STrICcl 


left leg and three ribs 
Insanity Plea Made. 
In cle 


Levy asked that Mrs, Dybicz 


adjudged insane at the time of the 


alleged mistreatment, 
now—a verdict under 
would have been freed. 
Grant, assistant state at 


pleaded that she be sent to prisor 


as an example to other 
who abuse their child: 
“You have the oppor 


unity 


1 
tell every mother with ideas simi 


lar to those of Betty Dyb 
she will be punished by the law 
Grant said 


ng arguments to the jury 


parent 


7 time 
Little 
leukemia wh: 


three weeks 1 
Patricia, 4 


that 


a guilty verdict to tell the whole 


world what can happen to mothers | 
small | U e u 


who have no regard for 


children.’ 
Emotions Called Unstable. 


 Cigarett 
“You should a) igare ; 


Levy based his defense on testi With the “cigai 


mony that the mother was suffer- 


coming more pron 


ing from venereal disease, claim-| out the country an 


ing that she was emotionally up-| 


set as a result of-the affliction 


Grant told the jury that Mrs } 
Dybicz attempted to kill the chilc 


because “she hated it.” 
four reasons for the “hate 
that the child v 
e; it was not a girl, as 
said she wanted it to be 


too closely after the birth of Rich- 
15 months old, and last, | 


ard, now 


See TORTURE, Page 8, Col. 4. 


F.D.R. Receives 
Dewey Letter 


WASHINGTON, Nov. 14 —(UP) 


—President 
a letter of congratulatic 


publican candidate, Gov 
E. Dewey 


Ir. Roosevelt would not divulge 
It was the 
te had received 


ntents of the letter 
t direct word 
mm Dewey since the election 


He gave 


Roosevelt disclosed 
today that he received yesterday 
is On his 
re-election from the defeated Re- 
Thomas 
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Waeot Ad tedrs 
Women, Society News 


The Weather 


[ WEDNESDAY, NOV. 15, 1944.] 
Occasional light rains and con- 


siderably colder today and y- 
night. Tomorrow increasing 
cloudiness and cold Fresh to 


strong winds diminishing tomor- 
row. High today, 48 
34; high tomerrow, 32. 


ipm 63 7 

pe) 2om 64 

$3 P= é 

se 4pm ein 

$ tem 64 tom 

3 fom 6) 20m 

‘ o ‘ — . 

62° Som 3 san “48 
* Opefticia: 


(Additional Weather on Page 2)! 


low tonight, | « 


| attention of high f 
these were the pris 
}ments yesterday 
| Chester Bowle: 
+ tor of the Of 


cigarettes would 
tioned, but that re 
directors had been 
“crack down” on 
black market in ciga 


Marion W. Isbe 
<—. Metropolitan Are 
rector, said that doz 
junction suits were t 
pared on basis of 
gathered by investig: 
one such suit was file 

| day. 


-| 
| Administration, am 
| 


| The Department o 

+ Was surveying the 
sale supply situation 
termine if there is illega 
just diversion. 


4 The Chicago Retail 
+ gists Ass0ciation b. 
comprehensive survey 
retail level to determine 
Percentage of the normal 
of cigarettes is reaching 
store shelves. 

Bov 


tioning after rec 


some citie 


cigarettes were 
from 


Bow le 


h are common n 


See CIGARETTES, Page 7, Col. 3. 


Ethel Barrymore Shows 
Gain, Doctor Reports 


NEW YORK, Nov. 14.—(UP)— 
Ethe B r 


yulmonary congestion He 


that she was “maintaining 


€ 
said 
progress.” 


| whom died on the way, 


Repr 
the issue 


e 


1 
f November ’ 
" est committee stile 


wy Paul T. Gilbert. 


mr saga of a 37-day voyage in a crippled ship across 8,000 
miles of ocean with 11 wounded members of the crew, four of 


episode, Robert B 
mate 
McClain ‘himself had been 
nded in a running battle 
ese 


o. 


Bebert BR MeChta 


ighest 
traditions of 
the Navy,” the young pharmac- 


was told yesterday by the hero of the 
McClain of Gurdon, 


Ark., chief pharmacist's 


5 1944, edition of The 


ists mate has received the Bronze 
Star, the presidential citation 
and the commendation of Rear 
Adm. Charlies A. Lockwood 
McClain is in Chicago visit- 
ing his uncle, Dr. Emmett 
Wright of the Lake Park sani- 
tarium, and his brother-in-law, 
Gerald Ryan of The Sun's cir- 
culation department. He will 
return to active duty within a 
few weeks. 
ete 
“ HE most seriously wound- 
ed of the crew,” he said, 
“was a gunner’s mate named 


See MgLAIN, Page 11, Col, 5. 


Are Sunk in 
Manila Bay 


Cruiser Damac 
Pilots Down 2€ 
Enemy Planes 
By Mac R. Johns 


United Press Staff Correspond 


PEARL HARP?" 


2 Destroyer: 


Researc 
of 


ern University 


of Chicag° Press 


+-«ee t© The Chicago Sun. 
BOSTON, Nov. 14. 
\ J ELL, here we are in historic 
Boston where, according to 
some poet, the Lowells speak 
only to the Cabots. My dear 
Irish mother was born here but 
we aren't exactly Beacon Street 
society. In our case the Allens 
spoke only to the Sullivans—no 

one else would talk to us, 

My husband has been telling 
me the fascinating history of 
New England. George is so 
smart; he knew the history of 
every state in the union when 
he was just a boy. Of course 
when George was a boy there 
weren't so many states. ‘ 

We've been seeing the histor- 
ical sights here in Boston. We 
stood before the old North 
Church from whose tower Paul 
Revere got his signal. We 
walked up Bunker Hill. And we 
peeked inte the Harvard Club 
where are preserved the re- 


mains of some actual 


Chicago SY” 


+ sont.) 
~cssmans yielded ground 
4 yesterday before three Allied 
offensives on the begs Stare 
In eastern Holland the British 
2d Army advanced almost seven 
miles in a drive toward the 
Ruhr Valley and was within 
seven miles of the German 
frontier. U.S. 3d Army forces 
broke through the Metz de- 
fenses to take Fort L’Yser and 
six fortified towns and gd- 
vanced to within two miles of 
the city. The French began an 
offensive action in the Belfort 
Gap There were indications 
the Germans might abandon the 
southern half of their line. 
e*e 


BRITISH Home Fleet 

i squadron sank 10 of il 

ships in a German convoy 

caught off the southwest coast 

of Norway. The attacking force 

suffered no material damage. 

° e*e 

- ITALY British troops cap- 

tured the town of St. Tome. 

US. 5th Army activity was lim- 
ited to patrols. - 


7 AEFEM 


a 


: powerful fortress 
al assault in every 
ached yesterday by 
vithin two miles of 
defenses after cap. 
uge but dismantled 


‘ish 2d Army opened 
ward the Ruhr Val. 

It advanced almost 
the Reich frontier in 


a 


Th MVUCS W Warisses woven 
first hours. 


ch Army Opens Offensive. 
wr to the south, the French 1st Army went over to thé 
sive in the Belfort Gap amid indications that the Ger- 


might abandon the whole southern half of their line 
etire behind the Rhine. 


t.Gen. George S. Patton's troops drove through the 
interlocking defenses on a six-mile front south of 
nd opened a new assault from the west into the very 
s of its biggest forts, drawing only desultory fire, 
estern assault carried to within two miles of the 


iits. 
owns Fall to Yanks. 


2 southern assault column, which was charging the 
‘man positions on Pouilly Ridge two miles from 
id captured the towns of Pouilly, Pontoy, Orny, 


Journalis™, 


‘oin-les Cuvry and Fleury in advances up to four 


ng the day. 
ser, four miles south of 
the fifth of the bastions 
z system to fall, Like 
xe, which the Yanks 
londay, it had been 

its 100 and 150-mm. 
s garrison had with- 


rprised. 


reared that the stand 
ige was a rear guard 
sd to cover the flight 
crews through Metz 
‘ corridor to the east, 
nks had narrowed 
and were covering 
llery. 
in Holland broke 
on the northern 
e at the unusual 
n a gloomy, mist- 
won, taking the 
crise. 
‘olumn of tanks 
‘aft across Dutch 
i Field Marshal 
tgomery's thrust 
from the area 
5 miles south- 
a and 14 miles 

er. 


te quickly 
Noorder Vaart 
canals, which 
cert, and front 
tht that van- 


Hitler Reported 
Under Knife 


By Phil Ault. 

United Press Statt OMbespondent. 
LONDON, Nov. 14.—A Vienne: 
surgeon has operated on Adol 
Hitler to remove a dangerous 
throat tumor that developed from 
his chronic throat trouble, a high 
German personality arriving in 
Switzerland said today. 

A Zurich dispatch reporting the 
operation said that Hitler was at 
his Obersalzburg retreat in Ba- 
varia and that the operating sur- 
geon was a Prof. Eicke of Viennt 
Prof. Ferdinand Sauerbruch, 
formerly Hitler's personal sur- 
geon, did not operate because he 
no longer is in favor, the dispatch 
said, 
‘Explanation’ of R 
The German informant offered 
the operation as an explanation of 
rumors that Hitler was incapacl 
tated, held a prisoner by the 
Nazis, or dead, and of his {ailure 
to read in person his manifesto 
last Sunday. 
The Zurich report fitted in with 


Stockholm dispatches that said 
Hitler had canceled a visit from 
Josef Tiso, puppet Slovak ‘cadet, 
set for tomorrow, as well as other 
engagements. 
At the same time the Moscow 
radio, also quoting reports from 
e Sweden, said Hitler had »ad 8 
stroke which paralyzed the right 
side of his body and all but de 


seven miles 
« patrols had 
2, Col. 3. 


stern Front 


t southeast | Prived him of the power of -peech. 
, Health Called Perfect. 
re ba Helmut Suendermann, © °rman 


deputy press chief, was  uoted 

by the German Transocean - gemy 
oy as stating that Hitler was per- 
fect health and that the was 


————| nothing unusual in the {s«! that 
his manifesto Sunday w read 
for him by Heinrich H omlet 

oe OO home front dictator. 
German arrivals in Zur » sag 
HE Russians routed the last. | that the German public v quiet 
enemy bridgehead from the | and was ignorant of the d of 
Danube River's east bank south | Hitler rumors but that th ‘aus 


of Budapest Berlin reported 
street fighting in the Hungarian 
capital's southeastern suburbs. 
e*e 

N LEYTE in the Philippines 

U.S. troops were putting a 
pincers grip on 35,000 Japanese 
defending the Ormoc corridor 
on the western side of the 
island. Cavalrymen were with- 
in 11 miles of Ormoc, only re- 
maining enemy port on Leyte. 


See HITLER, Page 2, Co! 
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‘ ts 
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